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Always sends you home relaxed... 


pad; OM. COMFORT MASTER DELUXE 

















This aluminum executive chair with five-way comfort control does the trick 


Sure, it’s been one of those days... @ 
lot of tension and long hours at your 
desk. But, when it’s over and you’re 
feeling almost as fresh as you did in 
the morning, you'll be glad you spent 
that day in a Comfort Master Deluxe. 


With five separate adjustments, it can 
be tailored to fit you as comfortably as 
your favorite suit. It follows your every 
movement, giving you the kind of sup- 
port that completely eliminates muscu- 
lar strain and fatigue. 


And your Comfort Master Deluxe is 
mighty handsome, too. The many com- 
binations of anodized finishes and 


warm, harmonious upholstery materials, 


either plastic or cord, give your chair 
that custom look. Cushioning is foam 
rubber, cool in the summer, comfortable 
the year ’round. 


Unlike ordinary aluminum chairs, this 
one is heat treated after the frame is 
completely fabricated for extra hard- 
ness, extra strength throughout. This 


MODE-MAKER, GENERALAIRE, 1600 LINE DESKS ® GOODFORM ALUMINUM CHAIRS 
SUPER-FILER MECHANIZED FILING EQUIPMENT @ GF ADJUSTABLE STEEL SHELVING 


GF metal business furniture is a GOOD investment 


{Circle number 580 for more information) 


means a lifetime of beauty and service. 


Try relaxing with a Comfort Master 
Deluxe in your office—for a day or a 
week! Just phone your local GF dealer 
or branch, or write The General Fire- 
proofing Co., Dept. M-64, Youngstown 
1, Ohio for an illustrated brochure. 








GENERAL 
FIREPROOFING 


Foremost in Metal Business Furniture 
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The Olivetti Printing Calculator unsnarls tangled 
business figures quickly and economically. It auto- 
matically multiplies and divides (without mental 
counting of any kind, including counting for 
positioning), is also a speedy 10-key adding ma- 
chine, with automatic credit balance. Easy to 
operate, it is literally two machines in one. The 
printed tape i8 a permanent record, for fast check- 
ing, filing or attaching to work papers. Many 
companies have standardized on this rugged, 
proven machine, which is guaranteed for 12 
months instead of the usual 90 days. 





Are you also acquainted with Olivetti’s other 
printing calculator, with the double register and 
the “memory”? With Olivetti’s accounting and 
posting machines? Hand, electric and duplex add- 
ing machines? Electric, standard and_ portable 
typewriters? Remarkably efficient and dependable, 
they require a minimum of maintenance; service 
and spare parts are quickly available through 
dealers in 48 states. Branch offices and showrooms 
in New York, Chicago and San Francisco. Olivetti 
Corporation of America, 580 Fifth Ave., New York. 


(Circle number 583 for more information) 
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Why use a *1429 crate 
where a $252 skid will do? Ship United! 





By taking full advantage of United Air Freight Examples of United’s low Air Freight rates 


economies, you save on shipping charges. er 
~ ae CHICAGO to CLEVELAND ........ $4.78 
For example: Skid and a crate for this 300-Ib. NEW YORK to DETROIT. ........ $5.90 
electric motor would cost $14.25. Shipped by CRIVERD WO OURATA nc ce eee $6.42 
expedited surface carrier from New York to SEATTLE toLOS ANGELES ....... $9.80 
San Francisco, total cost is $83.49. Shipping PHILADELPHIA to PORTLAND... .. . $24.15 7 
time: 4 to B dave SAN FRANCISCO to BOSTON. ...... $27.00 
a *These are the rates for many commodities. They are often lower for 
By United Air Freight, the same motor re- larger shipments. Rates shown are for information only, are subject to 


f 5 oe a . change, and do not include the 3% federal tax on domestic shipments. 
quires skid only ($2.50). Total cost of ship- y 


ment is $82.30. Shipping time: 24 to 36 hours. 

And consider these advantages—DC-7 Main- 
liner flights and 30,000-lb.-capacity DC-6A 
Cargoliners coast to coast, Reserved Air Freight 
(guarantees the space you need on the flight 
you want), single simplified airbill, other 
United “firsts.” 






Door-to-door service 


& pA SHIP FAST...SHIP SURE...SHIP UNITED 


For service, information, or free Air Freight booklet, call the nearest United Air Lines Representative 
or write Cargo Sales Division, United Air Lines, 36 South Wabash Avenue, Chicago 3, Illinois. 





® 
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AMERICA’S FINEST LONG-DISTANCE MOVING SERVICE 


4 





A Mayflower Move 
Is a Good Move! 





Whether you’re moving one of your company’s research 
experts, a salesman, an engineer or a top executive, “a 
Mayflower Move is a good Move!” That’s what scores of 
Mayflower customers tell us every day. 


One satisfied shipper, for example, after a move from 
Boulder, Colorado to Wichita, Kansas, wrote us: 


“It would be impossible to improve upon the service we 
received. I appreciated, especially, the personal interest 
thé van operator displayed in each article moved.” 


Next time you have company personnel to move, make a 
good move. Call Mayflower! 


AERO MAYFLOWER TRANSIT COMPANY, INC. + INDIANAPOLIS 


M AERO 
ayflowe 
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Pennsylvania Industrial Development Authority announces 
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“100% financing 
for your new plant” 


through Pennsylvania’s Community-State Building Programs 


A message to Manufacturers seeking a New Plant Site 


New 25-year, 2% interest Second Mortgage Loans by the 
Pennsylvania Industrial Development Authority offer unique 
assistance to community industrial programs*. . . help “close 
the financing gap” to assure low cost 100% financing of 
your new plant building in Pennsylvania. 


Added to commercial First Mortgages, plus funds sup- 
plied by local communities — these new loans can reduce de- 
mands on your working capital for a new industrial structure. 


Over 70 Pennsylvania communities now have fund raising 
experienoe in the organizing and capitalizing of industrial 
buildings. Several plant shells are ready for completion. 


As a businessman, you work directly with these commun- 
ities and private lending agencies. 


You specify plant construction details. You have the 
choice of purchase, lease-purchase or straight leasing ar- 
rangements on highly attractive terms. You select the type 
of community that best suits your location requirements. 


*110 community-sponsored industrial plants 
constructed in Pennsylvania since 1945. 


100% FINANCING AT A GLANCE 


How P.I.D.A. 2nd Mortgage Funds “close the financing 
gap”... encourage sound investment by private capital: 


Industrial Plant Construction Costs — 


Subscribed by local non-profit community-sponsored 
builder-owner corporations. 20% 


2nd Mortgage Loan, Pennsylvania Industrial Devel- 
opment Authority. 30% 


Ist Mortgage Loan obtained from banks, insurance 
companies and similar Jending institutions. 50% 
Total financing, secured through local subscriptions 
and mortgage loans, without cash investment by the 


manufacturer. 100% 


MORE DATA ON P1I.D.A. 2ND MORTGAGE LOANS 
Minimum interest rate, 2% per annum. 
Maximum term, 25 years. 
Available on up to 30% of industrial plant construction 
costs. 
Made to non-profit community corporations organized to 
encourage local industrial development. The Authority does 
not engage in direct construction or ownership. 


Limited to Labor-Surplus Areas... assuring a plentiful 
supply of skilled labor, high productivity, low labor costs 
... from stable, permanently-rooted small town people. 


For free copy of “Plant Location Services pamphlet, or for more details 
on 100% financing, write or call: Pennsylvania Department of Commerce 
Pennsylvania Industrial Development Authority 

Main Capitol Building, 507 State Street 

Harrisburg, Pennsylvania 

Phone: CEdar 4-2912 


¢ “Plant” your business in Pennsylvania and prosper! ¢ 


(Circle number 586 for“more information) 
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Prove 
Comptograph “202” 
on your own work, 
Free! 


Comptograph ‘202” adds and calculates at 202 cycles 
a minute—it's fully a third faster! Comptograph’s key- 
board fits the hand instead of the hand fitting the 
keyboard—the conveniently located, concentrated, 
control key area eliminates reaching for operating keys 
or bars. Single-cycle control keys prevent ‘runaway 


Comptograph 202° 


figures faster than you think 


Combines More Fine Features 
Than Any Other 10-Key Machine! 


HERE ARE JUST A FEW: 


Exclusive automatic Visi-Balance 
Window always shows, at a glance, the running 
debit or credit balance. 


e Printed multiplication faster.. 
and at lowest cost. 


.easier... 


e Interlocking keyboard...prevents depres- 
sion of more than one key at a time...eliminates 
incorrect entries. 

e Adjustable keyboard angle 

e Portable... 


compact...modern styling 


tape.” 
keyboard and instantly produces the total without inter- 
vening strokes. If you are seeking speed, accuracy and 
low cost operation, then Comptograph ‘'202” is your 
answer. It's America’s newest—finest—all-electric— 
ten-key adding machine! 


4 Taal elas — ia —SseTrTEeER PpeoDUCTSs 


Single-cycle total key automatically clears the 


Be oe — % — ee oe a ee — 2 OE 














Felt & Tarrant Mfg. Co. l 
1712 N. Paulina St., Chicago 22, Ill. 1 
in Canada: Canadian Comptometer, Ltd. | 
501 Yonge St., Toronto 5, Canada | 
: Arrange FREE office trial for me on: 

[_] Send me literature on: | 
5 Comptometer ComPTOGRAPH "202" 1 
[|] Comptometer COMMANDER | 
[_] ComPTOMETER Adding-calculating Machine 

| 
l 
| 








Name some Ene 
COMPTOMETER—World's fastest way Comptometer COMMANDER—Error- Firm ee ‘i ee 
to figure. Try it FREE on your work in free dictation. Lifetime recording belt Address_____ mn 
your office. Use coupon. saves more than the machine costs. City Zone__ State 
Try it FREE—use coupon. - Se ee 
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in a test-y mood. 
‘“‘Forsooth,”? quothes Sir Launcelot (ye 
industrious Office Furniture Buyer), 


“this trusty Royal Model 1210 Executive 
Posture Chair doth give one added stature. 


‘**Methinks the quest for such function 
and comfort bids fair to become a crusade.”’ 


Yes, each office King and Queen is 

sure to be pleased with Royal—ye Knight 
of the Exchequer (thy Prince of 

ye Pocketbook) ... guests in thy realm... 
ye Castle Custodians... everyone! 


Royal is doing much today that brings 
new beauty to business efficiency. The 
regal look is unmistakable in this 

Royal Family of outstanding steel furniture. 





ROYAL METAL MANUFACTURING COMPANY 
175 N. Michigan Ave., Chicago 1, Illinois, Dept. 4-D 


Please send me free: 

[_] Royal Office Furniture Literature; 

[_] A“Knight of the Red Plume” Helmet (children will love it); 
[__] Please have a Royal Dealer call. 


Name 








Company 


Street 





City, Zone, State ——— 





SOCSSSSSSSSSSSSSSSSSSSSSSSSSSSeeeSeeeeeeese 
SOHSSHSSSSSHSSSSESESHSSEHSEHSESESSEESOESEE 


SOSOSSSSSSSSSSSSSSSSSHSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSESSSSSSSSESESESE 
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...VIA WESTERN UNION 
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WESTERN UNION 
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OF PREVIOUS 24 HOURS' OPERATIONS" 


— The exciting story of United 


Air Lines’ jet-age communications system 


built and maintained by Western Union 


““Yesterday’s Revenue Passenger Miles, 13,052,265; 
Cargo Ton Miles, 346,095; Passenger Load Factor 
‘verre ” and so another daily 8 A.M. briefing of 
United Air Lines top management begins at Den- 
ver’s Stapleton Airfield. By 8:30 A.M., they will 
have the complete story —facts, figures and data on 
which to base the day’s decisions—made possible 
by the most advanced private wire system of its 
kind, engineered by Western Union. 


This 27,500 mile private communications network, 
handling 110,000 messages a day, serves 71 cities 
on the United system, from New York to San 
Francisco. It gives United a running summary of 
operations, maintenance and weather. It enables 
them to process a complex payroll with ease, and 
to keep important administrative messages flowing 
at high speed. It provides United with written 
records of intra-company communications at an 
extremely low unit message cost. 


Let a Western Union expert analyze your com- 
munications needs. No obligation, of course. A 
collect wire to Western Union, Private Wire Divi- 
sion, New York, will bring you more facts about 
the unique advantages of a private wire system. 


in private wire systems 


(Circle number 589 for more information) 
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Swap 60 seconds for an idea 





that may save your company thousands of dollars? 








We'd like to show you how a great many 
leading companies have improved their 
communications and pocketed sizable savings 
with P-A-X—the “‘inside”’ business 
telephone system. 


P-A-X keeps your present switchboard and 
phones free for outside calls. Lets you make 
inside calls in a flash—OVER YOUR OWN 
PRIVATE TELEPHONE SYSTEM. Sharply 
cuts telephone operating costs. 


Top firms in all industries save time 

and money with P-A-X—in fact, they tell us 
they’d be in a jam without it. See for yourself. Let 
us send you an interesting Case History File 

that gives facts and figures. Write: Automatic 
Electric Sales Corporation, 1033 W. Van Buren 
Street, Chicago 7, Ill. In Canada: Automatic 
Electric Sales (Canada) Ltd., 185 Bartley 

Drive, Toronto. Offices in principal cities. 


6 P-A X business telephone systems 


L AUTOMATIC <> ELECTRIC | 





Originators of the dial telephone + Pioneers in automatic control 
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10 MANAGEMENT METHODS 

















Does your office empty at bam? 
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Work stops almost before it starts. Em- 
ployees out for a coffee-break—from 
15 to 30 minutes! 











Cut coffee-break time in hailf 
with the new We stinghouse 
HOT 211 COLD water coder! 


At last you can control coffee-break time in 

your company —and save up to $75.00 annually 

on every employee! New Westinghouse HOT-and- 

COLD serves piping hot water for instant coffee, tea, 

soups . . . makes the coffee-break possible without a 

costly “break” in working time. Serves refreshing cold drink- 

ing water, too! Just plug it in, no plumbing necessary. Takes 

only 14 inches square of floor space. Handy Hot-and-Cold Drink 
File available for instant beverage packs and paper cups. 














Call your local Westinghouse Distributor 
listed in the Yellow Pages of your tele- 
phone directory. Or mail coupon today. 


Westinghouse Electric Corporation, Dept. MM-3 
Refrigeration Specialties Division 

Springfield 2, Massachusetts 

Gentlemen: Please send me complete information on 
how the new Westinghouse HOT-and-COLD cuts 
coffee-break time in half. 


you CAN BE SURE...iF ITS 








Company 


Westin ghouse — SR a 


Ud 
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The only thing operating in Department 3 
is the cigarette machine. But these men 
aren’t loafers. It’s just that no work has 
reached their department. 


Yet in certain other departments there’s too 
much to do. Overtime on the one hand... 
idle time on the other. Think what schedul- 
ing like that does to profits! 


With the Keysort Plant Control Plan, man- 
agement would be getting full production 
right now. For PCP could have prevented 
this situation — right in the office. 


PCP not only helps management plan in 





Warren 
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advance, it helps you as well. With a mini- 
mum clerical burden, you achieve greater 
reporting accuracy — flexibly, easily. Your 
office people simply punch pertinent in- 
formation into the Keysort cards... 
Keysort them ... and summarize direct to 
reports. There’s no transcribing . .. no cost- 
ly, time-consuming intermediate steps. You 
work with the original document only. In- 
formation is gathered daily — as it happens. 
Management gets it on time. And at re- 
markably low cost. 


The nearby McBee man has a presentation 
which will show you how it’s done. Phone 
him, or write us. 


® 


Punched-card accounting for any business 


Manufactured exclusively by The McBee Company, Athens, Ohio «¢ Division of Royal McBee Corporation 
Offices in principal cities « In Canada: The McBee Company, Ltd., 179 Bartley Drive, Toronto 16, Ontario 
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When you air condition, do it right, with 





Individual Office Temperature Control 


ERE’S THE control system that gets 
H the most for everyone—out of 
any air conditioning investment. 

Your employees enjoy truly comfort- 
able, energetic working conditions. 
Your customers are put into a more 
pleasant and receptive mood. And if 
you have tenants—they are more satis- 
fied, too. 

In public areas, multi-desk offices and 
lounges, strategically placed Honeywell 
Thermostats eliminate pockets of dis- 
comfort. And there’s a Honeywell Ther- 
mostat in each individual office to pro- 
vide the exact temperature desired. 


Honeywell 
Fiat ie Control 


112 offices across the nation 
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Honeywell Room Thermostats save 
you money, too. They eliminate winter 
heat waste caused by the opening of 
doors and windows. In the summer— 
Honeywell Individual Ofhce Thermo- 
stats prevent overcooling, thus reduc- 
ing power costs. 

Installation is simple, too—in both 
new and existing buildings. With all 
these comfort advantages and cost re- 
ductions, the installation amortizes 
quickly. So do right by your employ- 
ees, by your customers and by your 
pocketbook. Install Honeywell Indi- 
vidual Room Temperature Control. 





The Honeywell Round— 


world’s most popular thermostat. 


@eeeceeeeeeeMAllL THIS COUPON TODAYeeceeeececece 


MINNEAPOLIS-HONEYWELL REGULATOR Co. 
Dept. MM-3-57, 2727 4th Ave., South 
Minneapolis 8, Minnesota 


Gentlemen: 


Without Cost or Obligation 


Individual Room Temperature Control. 


Name pee ee) en oe 
J ee os 
City State 
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advise us on costs and possible applications for Honeywc!! 


13 














Answer 
to your 


64 Acre 
Question 














-o-e-iIn B&O’s Land of 
Big Opportunity 


A 64 acre site—or any other acreage 
you need! 
Let B&O’s long and varied experience 
in plant location go to work for you! 
B&O’s Land of Big Opportunity is the 
proved center for national distribution... 
resources are tremendous... power plen- 


THIS : i a 
ey tiful, rail transportation fast and depend 
ON REQUEST FROM able. Without question, we can suggest a 
The B&O Railroad, site to suit! Look them over on the 


Baltimore 1, Md. ground, or see them at your desk in 


3-dimensional color and air views. Ask 
our man! 


YOU CAN REACH HIM AT: 
BALTIMORE 1—LExington 9-0400 
NEW YORK 4—Dlgby 4-1600 CINCINNATI 2—DUnbar 1-2900 
PITTSBURGH 22—COurt 1-6220 CHICAGO 7—WaAbash 2-2211 


Baltimore & Ohio Railroad 
Constantly doing things—better! 
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LETTERS TO THE EDITOR 


What union members think 


Sir: “Twas a cogent question posed 
on page 26 of the current (January, 
1957) issue of MANAGEMENT METHODS 
—“Do you really know what your 
union member thinks?” Authoritative 
answers, I am sure, would not onlv 
be valuable to men of management 
but equally useful to labor leaders. 
The “fresh evidence” nresented falls 
far short of being authoritative and 
the conclusions drawn do not proper- 
Iv follow from the limited “evidence.” 

We suggest that the question again 
be referred to the University of Min- 
nesota’s study group for a more ob- 
jective “survey”; one that possesses 
some depth; one that poses questions 
designed to reveal real attitudes, opin- 
ions. To ask, “Do unions block prog- 
ress?” is like asking, “Are you opposed 
to good?” I am surprised that onlv 94% 
answered no... . 

I suggest also that the lead anec- 
dote re: the farmer and his cow was 
as inadequate as was the “survey” 
and the labored conclusions. Cows— 
dumb animals that they are—will fol- 
low the belled animal right over a 
cliff. Union members, on the other 
hand, are men and women; individu- 
als who exercise their God-given 
rights to think for themselves and dif- 
fer in their opinions and attitudes one 
from the other and with their union 
officers when they see fit. 

Surveys—sound, scientifically de- 
signed and tested, objective and with 
properly drawn samples—are invalu- 
able. The findings from such surveys 
—adequately documented and wisely 
interpreted—will, we hope, continue 
to be an important part of your excel- 
lent magazine. Save us, though, from 
such as that currently reported. 


VIRGIL L. RANKIN 
VIRGIL L. RANKIN ASSOCIATES 
BABSON PARK, MASS. 


™ A copy of Mr. Rankin’s letter was 
forwarded to the University of Min- 
nesota for comment and the following 
reply was received: 


Sir: Let me make several observa- 
tions on Mr. Virgil L. Rankin’s com- 
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KEEPS TRACK OF MILLIONS DAILY 
NEW YORK, N. Y. 

The operations of hundreds of clerks in Merrill Lynch, 
Pierce, Fenner and Beane’s 116 offices are backed up by 
Recordak Microfilming in the Home Office cashier’s department. 

Outgoing stock and bond certificates worth millions— along 
with the related charge-out orders—are whisked through a 
Recordak Microfilmer before being forwarded to customers 
and other brokers. (Hundreds of front-and-back pictures are 
made in a minute. Films are developed by local Recordak 
Processing Station . . . are ready for use the next morning.) 

Thus, should a “‘common”’ stock certificate ever be charged 
out as “preferred,” the error can be spotted in a Recordak Film 
Reader in minutes—saving days or weeks of tracing, and 
sparing customers considerable inconvenience. 






TAKES THE PRESS OUT OF PAPERWORK 


ROCHESTER, N. Y. 

Lilac Laundry and Dry Cleaning saves more than $5,000 per 
year by microfilming the tickets made out each day by its 16 
drivers and clerks in 5 stores. 

These pictures replace a ledger record—with a 5-part 
written description of each ticket— that took all day to com- 
pile. Takes about 15 minutes now to make a photographically 
accurate record of all tickets in route and store sequence. 

Lilac also did away with carbon copies by microfilming its 
charge account statements. Saves on accounts receivable 
insurance, too. 





for more than 100 different types of business . . . thousands of concerns 


Short cuts with Recordak Microfilming 


Latest reports on how this low-cost photographic process is simplifying routines 






ssi Si 


TURNS MILKMAN’S RECORDS INTO BILLS 
McKEESPORT, PA. 


The Menzie Dairy cuts billing costs in half by microfilming 
its drivers’ route sheets and sending them out to customers 
as their monthly bills. 

This eliminates days of tedious billing and the need for 
costly posting machines and files. And it gives the customer 
the actual record which the milkman compiled from day to 
day, all but ending questions about charges. 

The Menzie Dairy uses a Recordak Reliant Microfilmer 
(illust. below) which takes pictures of 40 route sheets for one 
cent ...and has a unique high-speed automatic feeder that 
prevents ‘‘double feeding.”’ 

Note: Recordak has a complete line of microfilmers to 
match all needs— priced as low as $550. Low rental plan, too. 


VALUABLE 
FREE BOOKLET 
It’ll pay you to read 
“Short Cuts that Save 
Millions.’’Chances are 
Recordak Microfilm- 
ing is now simplifying 
routines just like 
yours! Inquiries are 
invited—no obligation 

whatsoever! 


Price quoted subject 


to change without notice “*Recordak” is a trademark 


SRECORDERK 


(Subsidiary of Eastman Kodak Company) 


originator of modern microfilming — 
and its application to business 


ee ee eeeeeee* MAIL COUPON TODAY - > «fm 
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RECORDAK CORPORATION A 
415 Madison Avenue, New York 17, N. Y. C-3 » 
Please send free copy of ‘Short Cuts that Save Millions.” ~ 

7 

Name Position ° 
oe 

. 

Company - © 
. 

Street “ 
7 

City State . 
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PLANT 
LOCATION 
FACTS 


Where to find the 
labor skills you need 


A suitable labor supply, with appro- 
priate skills, is of prime importance in 
your plant location decisions. 

Supplying all the facts about the labor 
potential at any site in New York State 
is our business. The data will be com- 
plete, accurate and current. 

Our data will include a breakdown of 
the present industrial labor force by 
skills, sex and age groups, as well as an 
informed estimate of the percentage of 
the total labor force presently available. 
We also will provide characteristic re- 
gional rates for the specific job titles you 
will be considering or the ranges of rates 
for more general labor requirements. In 
addition, we will assemble for you a 
detailed history of labor-management 
relationships at any specific New York 
State locality. 

Labor won’t be your only consideration 
in deciding on a new plant location. You 
will want complete facts on markets, 
water, available sites or buildings, power, 
fuel, transportation and raw materials. 
And you will want information on these 
as they apply to the successful operation 
of a specific plant. 


A tailor-made report 


Any or all of the factors important to 
your analysis will be covered in a con- 
fidential report to you—tailored to your 
needs. It will be prepared by an experi- 
enced professional staff to cover either 
New York State locations of your choice, 
or, if you wish, sites which we will select 
on the basis of your needs. 


Our booklet, ‘‘Industrial Location Serv- 
ices,’’ explains what we can do for you. 
To get your free copy, write me at the 
New York State Department of Commerce, 
Room 678, 112 State Street, Albany 7, 
New York. 


— aa py, 


EDWARD T. DICKINSON 
COMMISSIONER OF COMMERCE 
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ments on your feature article in the 
January issue entitled “Do you really 
know what your union member 
thinks?” since the article is based on 
research findings contained in our re- 
search bulletin #18 entitled “Under- 
standing the Union Member.” 

1.) Your article effectively points 
to some of the implications of our 
findings. A footnote might have 
stressed that such research findings 
should be viewed as indicative rather 
than absolute even though the study 
represented a variety of unions from 
a number of states. Anyone reading 
Bulletin #18 will find on page 6: 


“It will be obvious to readers of 
this bulletin that there are many 
areas in this field that warrant fur- 
ther study. Additional questions and 
hypotheses to be tested will come 
from the findings of studies now 
being conducted. Much more can 
be done in accumulating data on 
existing union policies and practices 
and relating these to union member 
attitudes and to member participa- 
tion.” 


2) Pages 7 to 9 and 35 to 40 de- 
scribe the research design, the sam- 
pling methods used, etc. An examina- 
tion of the 77-item questionnaire 
used in our study will reveal questions 
covering a wide range of subjects, 
both “pro” and “con,” ranging from 
moderate to extreme in order to get 
at differences in intensity of attitudes. 

3) We hope Mr. Rankin knows 
more about unions than he seems to 
know about cows. A bell is occasional- 
ly used on a sheep trained to lead the 
flock—but cows behave quite inde- 
pendently. Cow bells were used years 
ago to help the farmer locate his cat- 
tle. Cows will not “follow the belled 
animal right over the cliff.” 


WALTER H. UPHOFF 

RESEARCH ASSOCIATE 
INDUSTRIAL RELATIONS CENTER 
UNIVERSITY OF MINNESOTA 


“Why executives fail” 


Str: We have an executive develop- 
ment program at the Air Force Fi- 
nance Center in which approximately 
30 top management civilians partici- 
pate. We feel that the members of 
this group would derive much from 
a thorough review and panel discus- 
sion of the article, “Why executives 
fail” (MM, Nov. 56). It is our in- 


tent to give each member a copy . 


F. F. NAGEL 

HEADQUARTERS 

AIR FORCE FINANCE CENTER 
DENVER, COLO. 
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designs a new 
all purpose 
chair 


for America’s army 
of men and women 
office workers ... 


% The seat is thick with 
foam rubber. The 
es posture-curved back- 
. ) rest cradles the small 

of the back in still 
more foam rubber. And you can scuff the fiber glass 
base incessantly—you’ll never mar it. It’s a com- 


fortable chair, a rugged chair, and best of all, a low 


priced chair. Ask your Sturgis Dealer to show you 
the 840-G. The Sturgis Posture Chair Company, 
Sturgis, Michigan. Address inquiries to The Sturgis 
Posture Chair Company, General Sales Offices, 154 
East Erie Street, Chicago 11, Illinois. 
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INVESTIGATE 
Before you BUY 
Visible Equipment 





with 


Sig-Na-lok® 





PATENTED 


Effective Tools for 
Effective Management 


WASSELL ORGANIZATION, INC. 
Westport, Conn. 
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. . That’s the report received from Mr. 
Harold W. Young, Asst. Treas., La Salle 
Extension University, Chicago, Illinois. 


CUMMINS Check Signers 
and Endorsers are 
Time and Cost Savers! 


La Salle Extension University, like all users 
of Cummins Check Signers, reports amazing 
speed and efficiency in their check signing. 
In addition, Cummins Check Signers give 
unvarying uniformity of the signature, be- 
cause they use ink instead of ribbons. 


Cummins Check Signers are accompanied 
by a $10,000 forgery insurance policy. Pay- 
roll deadlines present no problem when a 
Cummins Signer is in use. 


Suitable Models are available for any volume 
of checks. High-speed, automatic feed ma- 
chines can sign over 20,000 checks per hour. 


La Salle Extension University also uses a 
Cummins Check Endorser to eliminate noisy 
hand stamping of checks for deposit. Checks 
are endorsed at the same time as they are 
listed on the deposit ticket, ready for the 
bank that much earlier. 


Many firms use the same Cummins machine 
for both endorsing and signing. La Salle 
Extension University has peak periods for 
both operations which frequently coincide 
and necessitates the use of two machines. 


Like their “running mates”, the Check 
Signers, Cummins Endorsers feature sim- 
plified operation, rugged design, and light 
weight. They save all the time wasted in 
hand stamping. As the operator lists each 
check, she simply drops it into the endorser 
and it is automatically endorsed and stacked 
in sequence. 


SALES AND SERVICE IN ALL PRINCIPAL CITIES 


MARCH 1957 


SHSSSSSSSHSHSSSSSHSSSSSSSSSSHSHSSSSHSSSHSSSSSSSSSSSSHSESHESSESESSESEHEEESESEEEESEEE 


‘Our CUMMINS Signer 
saves valuable executive 
time with complete safety. 


1/ 






Write today for complete 
information and illustrated 
literature. A no-obligation 
demonstration can be arranged 
at your convenience . 

ask for one. 
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IN BUSINESS AND BANKS SINCE 1887 


Mmmins 





Cum 


CUMMINS BUSINESS MACHINES 
A Division of Cummins-Chicago Corporation 
4740 North Ravenswood Avenue « Chicago 40, Illinois 
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one 
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A NOTE Let Those Heavenly Carpets by Lees go to work for your 


company’s future! Here are 12 ways Lees Carpets do a fine job 
CEE LFF around-the-clock for any business: They provide quiet, safety, 
comfort, hospitality, beauty, warmth, better visitor reaction, ease 


and lower cost of maintenance, merchandise protection, better 
ARPETS work environment, employee loyalty. Be wise — put these L 
down-to-earth plusses to work in your profit picture now. t 


aa | I 
TODAY Seo Learn how Lees can work with you on the 
| 2 


purchase of carpet at all price levels. Write 





es 
CARPETS 
COMMERCIAL CARPET DIVISION - JAMES LEES & SONS CO. + BRIDGEPORT, PENNA. 
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' To get 
best 
results 
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equipment... 
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‘Atlantic Papers 


EASTERN 


fl Di “il 


ATLANTIC DUPLICATOR 
ATLANTIC MIMEO 


oa 
TLANTIC OFFSET 
awn  Mtlantic Papers : 
FINE PAPERS BR : | ATLANTIC OPAQUE 


PRODUCTS OF EASTERN CORPORATION, BANGOR, MAINE * MANUFACTURERS OF QUALITY PAPER AND PUROCELL PULP 
MILLS AT BANGOR AND LINCOLN, MAINE * SALES OFFICES: NEW YORK, BOSTON, PHILADELPHIA, CHICAGO, ATLANTA 











AN IML IMI. survey REPORT OF COMPANY PRACTICE 


How companies regard older 


Despite a critical shortage of good salesmen, Engineers = may 
f ; . ; be in short supply,* but so are 
this survey shows that 72% of business and industrial salesmen. 


According to a survey just com- 
pleted by the National Sales Exec- 
if he’s over age 45. utives, Inc., American business 
and industry are intensifying the 


firms refuse to hire the experienced salesman 


®*See, “How to sell the sizzle of your site,” 
page 34. 


WHAT THEY SAID 


2,500 NSE MEMBERS ARE ACTIVELY SEEKING 404,580 SALESMEN 


Consumer Business Consumer Business 
Route Route Specialty Specialty Retail Industrial 
Salesmen 9,160 30,503 151,360 41,870 4,475 17,716 
Trainees 2,897 15,514 92,396 21,046 3,670 13,973 


Total 12,057 46,017 243,756 62,916 8,145 31,689 


EDUCATION REQUIRED 


High Grammar 
College School School 
. Consumer Route 11.2% 76% 4.3% 
. Business Route 24 65.3 2.3 
. Consumer Specialty 17.9 68.4 2.7 
. Business Specialty 42 48.3 8 
. Retail 14.3 70 3.1 
. Industrial 62.2 30.8 a 


EXPERIENCE REQUIRED 


Selling Same Selling Same Customer Inside No 
Products Type Customers Following Experience Answer 

. Consumer Route 21.1% 19.8% 1.4% 28.2% 

. Business Route 34.7 28.5 — a7 

. Consumer Specialty 22.8 23.7 ‘ 33 

. Business Specialty 37.4 24.9 ‘ 29 

. Retail 42.8 20.6 ’ 22.3 

. Industrial 45.4 30.4 : a2 


PRACTICE BY AGE GROUPS 


The Question: “When other considerations are satisfactory, is it your practice to hire men over 35, 
over 40, over 45, over 50?” 


Will hire Will hire Will hire Will hire 
over 35 over 40 over 45 over 50 
. Consumer Route 56.8% 20.5% 11.4% 11.3% 
. Business Route 52 23.3 12.4 12.3 
. Consumer Specialty 38.5 18.4 12.4 30.7 
. Business Specialty 49.7 14.6 17.9 17.8 
. Retail 50 15 12.5 22.5 
. Industrial 62.1 16.5 11.4 10 
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want 
fully 
automatic 


salesmen FLOOR CARE? 


SCRUBBER 
VACUUM... 


salesman shortage by excluding | 
from consideration a large segment 
of the salesman supply. Those who 
find themselves excluded are ex- 
perienced salesmen over age 45. 
) The survey was conducted 
> among 2,500 of NSE’s 28,000 mem- | 4 
bers, representing all sizes of firms | = Tg ‘ Ys | Sie i 
in the industrial, wholesale and re- | , 
tail fields. Tabulated responses 
from all 48 states show: 









~< = 
® The 2,500 NSE member firms ‘ 

alone have an immediate need : Peg 

for more than 400,000 salesmen. : = ‘ 

® Starting salary is as high as ONE MACHINE DOES 5 JOBS: 

$550 per month for new per- ' 
sonnel. spreads solution, scrubs, rinses, picks up, dries | 


| ® Earnings of the top third 
of sales forces reaches as high 
as $1,500 per month. 

Despite the tremendous need, 


Look who uses Lincoln Auto Scrubbers: Ford Motor 
Company, Metropolitan Museum of Art, Sinclair Re- 
fining Co., Greyhound Terminal, Merchandise Mart, 





and the bright prospects for young Conrad Hilton Hotel, Douglas Aircraft Corp., North- 
men entering the field, the experi- | western University . . ‘ and cparan 4 others with all types 
enced salesman over 45 must face | of floors. You, too, will find big dollar savings with a 


the fact that 72% of job opportu- 
nities are not open to him. 


modern efficient Lincoln Scrubber-Vac. Outperforms 5 
to 36 men using deck scrub brushes and mops. Does all 
the work in a single automatic operation. Five models, 
18” to 60” scrubbing width for all floor sizes, 2,000 to 
1,000,000 sq. ft. or more. Available electric, gasoline, 
liquid propane, explosion-proof. Write for latest bulletin 
and free demonstration. 


Wasteful folly 

This discrimination, says NSE, 
represents wasteful folly on the 
part of business and industry. 

“The fact that 72% of the com- 
panies queried will not hire the 























over-45 salesman,” says an NSE PICK ae ~~ a 

report of the survey, “is incongru- YOUR / \ Ai Rae" 

ous when it is realized that 38% a eb ie =e} se, 

of the entire U. S. working popu- FLOOR bo sumsaee Coat — | aK oe - 

lation today is over 45 years of AREA pee ee std chistes 

age, and this group is growing b pos De bet ot cwhbedassin te — 

larger each year.” $0,000 200 hours 77% hours $24—2.9 hours 
Why do almost three out of four Betray cones tes 120,000 400 hours 182 hours $304.4 hours 

firms refuse to consider the older superiority of Lincoln 300,000 1200 hours 467 hours 537—9.0 hours 

salesman? Major answers given in = el oan co 1,000,000 4000 hours 1550 hours 560—10.8 hours 











the questionnaires were: 





P s Compare the savings in tone of 1 man with deck scrub brush 
® Company policy will not ae and mop; with 16" scrubber and vacuum with 13" squeegee 
ie inst ha Lincoln A t 
permit it—40.7% against | man with a Lincoln Auto-Scrubber | 
e The respondent's own nega- ! 


tive attitude toward older men 
41.9% FOR BUYING FACTS WRITE) | '' MERIC AN" 
’ Pay scale—10.5% — FLOOR SURFACING macning co. 
e Various other reasons, such oe STABLISHED | 


as physical requirements—7.5% 572-A So. St. Clair St. Toledo 3, Ohio 
The “pay scale” answers appar- | 
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CALCULAGRAPH 


DEPENDABLE ELAPSED TIME COMPUTERS SINCE 1892 
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Calculagraph not only prints and records 


working time per worker per job but 
computes the elapsed time for 
every job card being recorded. 
That means, of course, that 
your costs are computed auto- 
matically. Also many workers 
may use the same Calcula- 
graph computer. 


Know the facts about your 
costs—do it with a Calcula- 
graph system. Our repre- 
sentative can show you how. 


Literature describing Calculagraph 


is yours for the asking. Just write to Dept. M 


Representatives in Principal Cities 


No need to ‘‘just wish” you had accurate job cost 
records because with Calculagraph system 
you obtain these records automatically. 











ently mean that the company’s are 
not willing or able to pay older 
salesmen the compensation they 
require. 

Company-paid retirement plans 
—often put forward as the reason 
for the age barrier to older em- 
ployees generally—was not a major 
consideration since only 4.9% of the 
respondents indicated their com- 
panies maintain such plans. 

Says NSE: “In most instances, 
older salesmen can bring with them 
to a new employer much of the 
very knowledge and _ experience 
companies spend years to impart 
to younger men. Yet it remains 
clear that American business, al- 
though faced with a growing scar- 
city of young trainee salesmen for 
grooming into sales management 
and leadership positions, is refus- 
ing to take advantage of the older, 
more experienced man_ available 
for immediate sales openings.” 

The survey covered other aspects 
of the selling field.* 

So far as car expense is con- 
cerned, most companies pay from 
seven to nine cents per mile, al- 
though many provide company 
cars, especially in the consumer 
route and industrial classifications. 
A few pay depreciation allowance 
plus mileage. 


Salesmen’s earnings 

The highest starting compensa- 
tion is found in the industrial sales 
field, while the highest monthly 
earnings of the top third of the 
sales force is about the same in 
the industrial, consumer, specialty 
and business specialty fields. 

Although the survey indicates 
that starting salaries in the sales 
profession may not be equivalent 
to the engineering field, for exam- 
ple, the report highlights the fact 
that growth potential, salary-wise, 
is as high as, if not higher than, in 
any field or profession. 

As for educational requirements, 
college training is being required 
by a growing number of compan- 
ies, while a high school education 
is a necessity in the overwhelming 
majority of companies. About two- 
thirds of all industrial sales person- 
nel must have college education. 

Successful selling experience, 


For a free copy of the printed survey report, 
circle number 725 on the Reader Service Card. 
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on 


A primary unit 





It provides in a single desk a 


complete automatic billing department 


Delivers complete invoice with 
all extensions, additions, 
deductions and totals at 
rate of 10 digits per second 


Veh co)aat-helomm¢-] 0l-ia ell alelalr-late 
reader make Model C Com 
putyper an IDP Tape-Talk 
(common language) ma 
chine; available as Model B 
Van Gareleh am ealicm-refelielaat-tant 


Not only billing but many other typing-computing 
operations are systematized by the Friden Computy per. 
Inventory, for example. Also cost analysis, sales distri- 
bution, statistics. Model .C Computyper, while creating 
original records, produces by-product punched tape for 
automatic transfer of data to punched cards or account- 
ing records by other common language machines. Being 
itself an LDP common language machine, the Computyper 
also produces and interprets tape or edge-punch cards. 


Ask for a demonstration by your nearby Friden Man. 


in the automatic office... the 






COMPUTYPER 
automat 


automat 


f 
| | (| 
brings you an automatic office 


Commercial Controls Corporation, Rochester, N. Y., Subsidiary 


© Friden Calculating Machine Co., Inc., San Leandro, California — sales, instruction, service throughout U.S. and world. 


(Circle number 604 for more information) 


MARCH 1957 


23 








Product Miniatures 
in Jewelry 














Interesting, useful jewelry designs 
featuring your product in miniature, 
pay real dividends in product recogni- 
tion and acceptance. 

Let us show you some we have done 
for others. No obligation, of course. 


IRONS & RUSSELL COMPANY 


INDUSTRIAL DIVISION 


Ende Manufacturers : 1861 


95 Chestnut Street. Providence, R *, 
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To pull all John Smith & Co. papers 
the file clerk must find the John Smith 


/ wees XECU i IVES 
<a Who are “Thinking California” 


260. toby 5 
mies 8 ere Oring Orde! og 





+ 





If your expansion plans include 
consideration of a California plant, 
you will find the Factfile and Data 
Sheet service now available through 
the Metropolitan Oakland Area 
(Alameda County ) of value. It con- 
sists of a special File Folder and 
Data Sheets on such basics as Cli- 
mate, Markets, Transportation, Dis- 
tribution, Living Conditions and 
Labor Supply. 

Data Sheets are supplemented by 
an outline of specific information 
available through Special Reports 
compiled from the Industrial Survey 
maintained by the area. New Data 
Sheets are issued from time to time. 
As new information develops, Data 
Sheets are revised to bring them up 
to date and mailed to those who 
have the Factfile. 

To take advantage of this free in- 
formation service, address your 
request to: Alameda County New 
Industries Committee, Suite A, 1320 
Webster Street, Oakland, California. 
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THE SAME OLD TIME-WASTING FILING SYSTEM: 


Sin Office 





Filing puts all John Smith & Co. papers 
in one place. Only one basic sort be- 


& Co. folders in five separate file drawers. fore filing. Finding is five time faster! 
Before filing, five basic sorts are 
needed. For more information about I.N.F., 


Oxford Pendaflex Integrated Name 








INTEGRATED 
© 





NAME FILE 


mail the coupon. 


Oxford 


FIRST IN FILING SYSTEMS AND SUPPLIES. 

















sé 





&! 














Folors Guides: Cards. ATA Storage 
FER Es BRR E EER 
@ Oxford Filing Supply Co., Inc. 

MM 15 Clinton Road, Garden City, N. Y. 

- Send details of Integrated Name Filing to: 
a Name 

Address 

gg City, State 

Sats e eRe eee eee 
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based upon the same products and 
services as offered by the firm to 
which the individual is applying 
for a position, is a pre-requisite for 
hiring. Successful selling to the 
same type of customer, inside ex- 
perience which gives insight into 
customer problems, and sales per- 
sonality are the next most com- 
mon experience requisites. 


A review of 


current surveys 
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Executive reading: 
domestic and British 

Following MANAGEMENT METH- 
ops’ recent study of executive read- 
ing habits (see MM, Jan. ’57), two 
similar surveys have been con- 
ducted, one covering American 
executives, the other, executives in 
Great Britain. 

The American Management As- 
sociation found that the typical 
American businessman spends four 
hours a day in the office and one 
hour at home perusing business re- 
ports, correspondence, books, news- 
letters and business magazines. Of 
his leisure time, about 10 hours a 
week are devoted to newspapers, 
magazines and books. 

Company presidents and_ other 
top officers spend about 4% hours 
a day reading; middle managers 
average half an hour less. The av- 
erage for sales managers is five 
hours, for production men, just over 
3% hours. Within each group, how- 
ever, individuals vary widely; some 
presidents read only half an hour a 
day, for example. 


British reading habits 

The survey of British firms, con- 
ducted by Business magazine, 
showed that about three-fourths of 
the country’s major executives pur- 
chase from one to five business 
books a year, another 15% purchase 
six or more. About 40% of the exec- 
utives read from one to five busi- 
ness or technical magazines each 
month, the others read six or more. 

As with Americans, few British 
business executives—about 8%—are 
able to handle all of their business 
reading in the office. About 58% 
do all this reading at home, and 
34% do some at home, some in the 
office. m/m 
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Built 
with a 
conscience 


Crestline equipment has never been 
built to meet a price-—or to establish 
production records. 





Crestline was created to fulfill 
an ideal—and today you find, in 
every detail of design, operation 
and finish, the pride of 

fine craftsmanship. 


That is why Crestline is in a 

class by itself. Your own insistence 
on uncompromising quality, 

will be amply rewarded by the 
Crestline office or installation 

you specify. We shall be glad to send 
you our newest catalogue. 























SECURETY STEEL EQUIPMENT CORPORATION, AVENEL, NEW JERSEY 








TO LOOK BETTER, FEEL BETTER, WEAR BETTER! 


Model 15-F 
Secretarial 
Posture Chair 


$2995 


($31.95 in Zone 2) 


SECRETARIAL 
LOSCO, ** 


Model 18-TA 
Executive 
You’ll raise her output, and her morale, with this smart, Posture Chair 


adjustable chair by Cosco! All Cosco chairs are ‘‘Office ($52.45 in ne 





fashioned” —designed by seating engineers and mass- 
produced by skilled craftsmen, to look better, feel bet- 
ter and wear better than other chairs costing twice as 
much. Your Cosco dealer is ready to prove this, with 
a free ten-day trial. Call now! 






Model 23-L 
General Chair 


$15.95 


Find your COSCO Office Furniture dealer in yellow pages of ($17.95 in Zone 2) 


phone book or attach coupon to your letterhead 


| HAMILTON MANUFACTURING CORPORATION, Dept. MM-37, Columbus, Indiana 

| (J Without obligation, | would like a COSCO Secretarial Chair | 
| on free 10-day trial. 

| CJ | also want free trial on Executive Chair [] Conference Chair | 


A~\ 
| LJ General Chair (] Full information on COSCO Business | ap —_ 











| Furniture | 
| Ra ron se are ok Py eT ace) ets ite | 
By... SLRS FS A a OP RR COSCO Business Furniture offers com- 
pitt parable values in chairs, settees, sofas, 
Roshnnphiineascaransenete ssenasernsantitene and occasional tables. 





I Also available in Canada, Alaska and Hawaii through authorized COSCO dealers. | (Zone 2—Texas and 11 Western States) 
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Delegation of responsibility 

. The shape of the 
organization pyramid de- 
pends upon the calibre 
of the executives in the 
organization. . . . The 
ee degree of delegation by 
the chief executive de- 
pends (a) on his own ability and will- 
ingness to delegate, and (b) on the 
calibre of his subordinates and their 
fitness to accept delegation. . . . There 
are many top executives today who 
still love to dabble in detail, who will 
not trust efficient subordinates, who 
will not leave well alone but who must 
take a hand in the game beyond the 
terms of their over-all responsibility. 
But equally there are subordinate ex- 
ecutives who cannot be trusted to 
make the correct decisions; some even 
who cannot carry out their administra- 
tive functions without constant correc- 
tion and guidance from their superior; 
many who cannot co-operate with 
their colleagues on the same level. 
Such men in both categories reduce 
the span of man-management and pre- 
vent the achievement of maximum 
delegation and minimum organization 
structure. 
Bruce A. C. Hills, President, Urwick 
Currie & Co., Ltd., Montreal, from 
Cost and Management, November, 
1956. 





Research—a basic necessity 


Research is no longer 
a luxury reserved for a 
few corporate giants; 
rather it is a basic neces- 
sity for any firm of any 
size which wishes to sur- 
“ae 


vive, let alone grow. 

Management gets the kind of per- 
formance from its research department 
which management deserves. Proba- 
bly the primary ingredient of a suc- 
cessful research program is to give the 
greatest possible latitude to the most 
productive and creative people whom 
it is possible to hire. 

With today’s participation by scien- 
tists in top management responsibili- 
ties, it has become necessary to 
develop increasingly effective methods 
of communicating ideas, objectives 
and results between management and 
its research staff. This two-way inter- 
change between the scientist and the 
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their secret ? 


SPEED... 
for every 


figuring 


need 


NEW Series C 
BURROUGHS CALCULATORS 


JUST TOUCH THE KEY AND SEE! New Series C Burroughs 
Calculators cut mountain-size calculating jobs down to molehill 
height. They’re fast. They’re easy to operate. They’re quiet. They 
make peak production a pleasure, maximum savings a sure thing. 


A complete line to serve you: (1) hand-operated portable, (2) 
single-total, hand-operated or electric, (3) electric two-total Duplex 
with Memory Dials for automatic grand or net totals, no recapping. 
Beautiful two-tone color styling on all models. 


Want to put them through their paces? Call our nearest branch 
office for a free demonstration without obligation. Or write 
Burroughs Corporation, Detroit 32, Michigan. «<Borrpugha! Res. TM. 
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HOW CAN | 
CONVERT 
TRUCKS T0 








DON’T FREEZE operating and expansion 
capital in today’s “tight money” economy 
. . . don’t tie it up in trucks in any money 
market when full-service NTLS truckleasing 
furnishes everything but the driver—even your frozen cash! You’re released, 
too, from the headaches of licensing, maintenance, insurance. Learn how you 


can “own” your fully maintained trucks with a single cost-known-in-advance 


TRUCK LEASING 


SYSTEM 
23 E. JACKSON BLVD. - SUITE M-3 
CHICAGO 4, ILLINOIS 


Members in principal cties 
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invoice. Write for folder. 








Slow work slitting envelopes by 
hand! And patching together cut 
letters with transparent tape takes 
valuable time, delays mail 
distribution, loses time for the 
whole office! 


e Avoid all these problems with a 





trims a hairline edge off envelopes 
as fast as they can be fed! Opens 
any kind or size of envelope. Far 





faster and neater... than opening 
mail by hand-and-dagger method! 
e Investigate! There’s a hand 





or electric MailOpener model, 
for every oflice, large or small. 


Call any Pitney-Bowes office for a 
demonstration. Or send for free 
illustrated booklet. 


@ 
in-charge-of 
é rt / FREE: Handy desk or wallchart of 
Postal Rates with parcel post 
opening mat: map and zone finder. 















~ 
=. PITNEY-BOWES 
O 

wes  PrTNEY-BoweEs, INC. 

— 4562 Walnut Street, Stamford, Conn. “ 

. originators of the postage meter ... . offices in 101 cities in U, S. and Canada, 
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Pitney-Bowes MailOpener that safely | 





top administrator is not only feasible 
but also highly fruitful. 
Charles N. Kimball, President, Mid- 
west Research Institute, Kansas City, 
Mo., from “How Management Looks 
at Industrial Research.” 


Qualities needed by 
a sales engineer 


.. +. A company must 
use... great care in se- 
lecting its sales engineers 

. . From my own ex- 
perience, the most suc- 
cessful sales engineers 
are those in whom sales 
aptitudes predominate slightly over 
engineering curiosity. | have observed 
that frequently an engineer who is 
weak in his sales aptitude is prone 
to spend too much time discussing 
unnecessary engineering details and 
not enough time in closing the 
sale . 

The fundamental requirements for 
success which we look for in sales 
engineering candidates are these: 

. He should be self-sufficient 

. He must be cooperative 

. He should be self-controlled 

. He should be above average in 
dominance and aggressiveness 





mb ™ 


H. E. Beane, vice president, Bristol 
Co., before the 49th Annual Meeting 
of the American Institute of Chemical 
Engineers. 


Tight money explained 


Money is not tight be- 
cause the Federal Re- 
serve has made it so, not 
because there is a short- 
age of funds. Rather, 
money is tight because 
consumers, business and 
government have stepped up their de- 
mand for funds more than the na- 
tion’s capacity to produce. 

What the Federal Reserve has done, 

and rightly so, is to resist the pres- 
sure to interfere in the market, thus 
permitting the demand for funds to 
express itself in higher rates of in- 
terest. This, in my opinion, is as it 
should be. By permitting the market 
to function as a regulator between 
supply and demand, higher interest 
rates under existing conditions will 
tend to dampen the demand for funds 
on the one hand and on the other to 
stimulate savings. 
Ray D. Murphy, chairman of the 
board, Equitable Life Assurance So- 
ciety of the U. S., before a meeting of 
the National Association of Mutual 
Savings Banks, New York City, De- 
cember, 1956. 
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office look like th 


as. 


is, you'll be interested in ‘‘Clutter-Top’s”’ story 





A “Clutter-Top”’ shows how he became ‘‘clutter-proof” 


Look what happened to“old clutter top! 


eeeeeeeeeee SECO SOO SEES EEE EEE E EEE EEEEE SEE EEEEE EEE EESEE EEE EEEE EE EE ES ES ESESEEESESEEEEEEESESESEEE EES 


COCO HEE EESH ESOS EE SES ESE EES SOOO OOO EEE EEE S ESET EEE SHOE EEEEEE EEE EEE EEE EEEEEEEEEEEEES 


Cluttered desks are a sure sign of an old fashioned 
office—a carry over from the 20’s. Today’s modern 
offices have ‘‘clutter-proof”’ desks—the ingenious 
Shaw- Walker Desk that makes other desks obsolete. 

With these new desks, time-wasting top clutter 
and drawer hodgepodge are eliminated. Fully 75% 
of things that drift around on top of other desks 
have a specific place inside this desk. There are off- 


“Built Like a 
Skyscraper’ 








Cluttered desks were believed incurable uniil 
the new manager moved in ““Clutter-Proof"' Desks 


SHAW-WALKER 


; the-desk trays for incoming, out- 
going and pending letters, off-the- 
desk space for work organizers, 
work separators, deferred projects, 
binders, books, pads, forms, card 
lists. There’s even an in-drawer 
wastebasket and provision for in-drawer phone! 

With Shaw- Walker “‘Clutter-Proof’’ Desks, usable 
working space on the desk tops is doubled. And with 
everything so well organized inside the desks, more 
work gets done, easier, faster. 

See these ‘‘clutter-proof’’ desks at our local 
branch store or dealer or write Shaw-Walker, 
Muskegon 35, Michigan, for “‘Picture Facts.” 


Largest Exciusive Makers of Office Equipment 
Muskegon 35, Mich. Representatives Everywhere 
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Helpful WILEY Books 


1. SUPERVISORY and EXECUTIVE 
DEVELOPMENT 


A Manual for Role Playing 


By NORMAN R. F. MAIER, University of 
Michigan; ALLEN R. SOLEM, University of 
Maryland; and AYESHA A. MAIER 


Provides practical training in everyday 
industrial problems by giving you the 
opportunity to practice human relations 
in realistic settings. Cases involve issues of 
fairness, discipline, resistance to job 
change, taste. merit evaluation inter- 
views, employee counseling, conference 
leadership, employee-acceptance of solu- 
tions, and many others. An excellent 
training, manual for groups or individuals 
to develdp skill and sensitivity in problem 
solving. 1957. 330 pages. $6.50. 


2. Introduction to 
OPERATIONS RESEARCH 


By C. WEST CHURCHMAN, RUSSELL L. 
ACKOFF, and E. LEONARD ARNOFF, all 
of Case Institute of Technology. In collabora- 
tion with 11 other experts. 


A down-to-earth survey — what O.R. is, 
what it can do, what new tools it offers 
you. Stresses the scientific approach to 
research and emphasizes the importance of 
defining management problems in terms of 
objectives. Offers convincing discussions 
of linear programming, itiventory, waiting 
line, cenanion, sampling, and other 
models useful in operations research, plus 
interesting and dramatic case examples. 
1957. 645 pages. Illus. $12.00. 


3. ELECTRONIC DATA 
PROCESSING for 
BUSINESS and INDUSTRY 


By RICHARD G. CANNING, Canning, 
Sisson & Associates 


Helps you make a practical and realistic 
pa of electronic data processing. 
Shows you how the new systems operate 
with case illustrations), and how to de- 
termine the specific needs of your own 
firm. Also provides valuable and reliable 
information on what is available commer- 
cially to meet your special needs. 1956, 332 
pages. Illus. $7.00. 


[—~ ™ Mail this coupon for ON-APPROVAL copies “~~ ~] 
JOHN WILEY & SONS, Inc. MM-37 
440 Fourth Ave., New York 16, N.Y. 


Please send me the book(s) circled below 
to read and examine ON APPROVAL. In 
10 days I will return the book(s) and owe 
nothing, or I will remit the full purchase 
price, plus postage. 

1 2 3 


Add ress 


City: .. .Zone. .. .State 
11 SAVE POSTAGE! Check here if you EN- 
CLOSE payment, in which case we pay postage. 
Same return privilege, of course. 


| 
| 
| 
| 
| 
| 
| 
| 
| 
| Name 
| 
| 
| 
| 
| 
| 
| 
| 
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RECENT COURT CASES 





by Benjamin Newman 


Tax Attorney, Koenig and Bachner, New York. 


THE QUESTION 


Are the bad debts incurred by a partnership’s investments 
in unrelated businesses deductible by the taxpayer as a busi- 


ness debt? 


fur Facrs—Taxpayer was a part- 
nership engaged in the retail dis- 
tribution of beverages. In 1946, be- 
cause of a beer shortage, taxpayer 
purchased 90% of the outstanding 
stock of a brewery. Taxpayer 
loaned the brewery corporation 
money so that it could manufac- 
ture a beer and ale mixture which 
the partnership could distribute in 
its retail stores. 

The scheme failed and taxpayer 
lost approximately $43,000. Tax- 
payer deducted the loss as a busi- 
ness bad debt. The Commissioner 
of Internal Revenue contended that 
the losses were non-business debts 
and therefore deductible as a short 
term capital loss and not as an or- 
dinary loss. 


Tue Rutriwc—In_ upholding — the 
commissioner's determination, the 
Tax Court ruled that taxpayer was 
not in the business of financing, 
managing, or making loans. The 
advances to the brewery corpora- 
tion, observed the court, were not 
part of taxpayer's cost of purchas- 
ing the beer and ale mixture since 
it was not necessary for taxpayer 
to make the advances to the cor- 
poration in order to obtain the 
product. 

Accordingly, taxpayer may not 
deduct the loss as an operating 
loss. Taxpayer may, however, de- 
duct the loss as a non-business bad 
debt. (Koppelman vs. Commission- 
er of Internal Revenue, U. S. Tax 
Court, decided November 29, 1956 ) 





THE QUESTION 


Is the distribution of corporate property a nontaxable partial 
liquidation, or is it a taxable dividend? 


Tue Facrs—A corporation engaged 
in the business of making paper 
products also owned mining prop- 
erty which it had leased on a roy- 
alty basis. The lease granted the 
lessee exclusive right to mine the 
property and provided for payment 
of royalties based upon the amount 
of ore extracted under the terms of 
the lease. The corporation was not 
required to engage in any business 
activity in connection with the 
property, and actually was not in- 
volved in any activity connected 
with the property. 

The stock of the lessor corpora- 
tion was owned by two other cor- 
porations in which each held a 50% 
interest. The corporation had pro- 


posed distributing to its two stock- 
holders the fee title to the mining 
property, subject to the mining 
lease. Taxpayer corporation con- 
tended that such a distribution was 
a partial liquidation of its assets 
and thus, contended the corpora- 
tion, the transaction should not be 
considered subject to tax. 


Tue Rutiwc—The Bureau of In- 


ternal Revenue held that it was 
obvious that the corporation had 
not been engaged in any business 
activity in connection with the 
mineral property. Ownership, per 
se, of the property does not con- 
stitute a trade of business. There- 
fore, the availability of the prop- 
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4 Reasons to take 


a new look at 


rotary card filing 


REMOVE OR REFILE ONE CARD OR HUNDREDS instantly. Mosler Revo- 
e File holds cards without mechanical attachment. No wear on card 
or clerk. Ups efficiency. Gives real finger-tip control. 


PRODUCTION CONTS 


ia 
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FILING IS FASTER, REFERENCE IS QUICKER with Mosler Revo-File as 
“cards come to clerk” instead of clerk going to cards. Note auto- 
matic visual ‘“‘V” permits easy reference to any card. Revo-File 
available in manual or electric automatic selector models. 


* * * * * 


For big volume filing Mosler Roto-File can accommodate 
more than 80,000 cards . . . has all the exclusive features 
of Mosler Revo-File. Several clerks can work at same time. 


[Ciecle number 615 for more information) 
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USES PRESENT CARDS. With amazing Mosler Revo-File, no costly trans- 
¢ position is needed. You save an average of $200 in change-over costs 
plus big savings in time, space, money over old-fashioned filing. 


3 CARDS CAN'T DROP OuT. Mosler Revo-File is the only file of its 


——-—----------- 


e type that doesn’t rely on notched cards that wear out in use. 
The patented, exclusive belt method of holding records in file 
assures complete protection against card “fall-out” or wear. 


Another fine 
product of 

The MOSLER 
SAFE Company 


FREE! 


HOW TO MODERNIZE AN ACTIVE CARD FILE IN MINUTES. 


If you have 3,000 or more active card records of any type 
or size (including tabulating cards) which are used con- 
tinuously for reference and posting, mail this coupon today! 


Department MM-173, REVO-FILE DIVISION, 
THE MOSLER SAFE CO., 320 Fifth Ave., New York 1, N. Y. 


Jleace ce _ te 1 n ati ’s 
Please send me complete information on Mosler Revo-File and how 


to modernize an active card file in minutes. 


NAMI POSITION 


COMPANY 


ADDRESS__ 


CITY 
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compact kitchens by J »D wyer 





Kitchen for the office 


Hundreds of companies like yours 


Anything from a jigger of carrot 
juice to Welsh rarebit for eight can 
be quickly prepared right in your 
office. Dwyer units like the “400” 
shown above provide for every culi- 
nary need—electric range, sink, re- 
frigerator (plenty of ice cubes) and 
food storage—all neatly encased in 
a modern furniture unit. 


FREE CATALOG gives you full 
particulars on economical space- 


saving units for the factory as well as 


the “400” for offices as illustrated. 
Models for apartments and hotels, 
too. Sizes from 39” width to 69”. 
Electric or gas. Mail coupon today. 


have installed Dwyer kitchens in 
offices and employee rooms. For 
. confer- 


entertaining customers. . 


encing thru the noon hour... coffee 
breaks or perhaps night shift meals. 
The payoff in customer or employee 
relations makes you wonder why 


you didn’t get a Dwyer long before! 


| BB ywyer Products Corporation 


Dept. M-37 Michigan City, Indiana 


Please send new catalog on Dwyer compact 
kitchens. 


Name____ = 
Address__ 
City, State. 
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erty for distribution to stockholders 
did not result from the termination 
or liquidation of a trade or business 
by the corporation. 

Accordingly, it was held that the 
amount of the property distribution 
should be included in the gross in- 
come of the corporate shareholders 
to the extent that the distribution 
is a dividend within the purview 


of the Internal Revenue Code. 
(Rev. Ruling 56-512, October, 1956. ) 





THE QUESTION 
Is the money received on a 
fire insurance policy on invol- 
untarily converted property 
(incurred by fire or condemna- 
tion) subject to tax? 


Tue Facts—Rental property owned 
by a taxpayer was destroyed by a 
fire in 1953. Taxpayer was insured 
and recovered the face amount of 
the policy. By December 31, 1954 
taxpayer had not yet replaced the 
destroyed property and requested 
an extension of time in which to do 
so. The extension was granted to 
December 31, 1955, in which pe- 
riod taxpayer retained a contractor 
to construct similar property. Tax- 
payer did not insist that the con- 
struction be completed in 1955 
and, due to various complications, 
the rebuilding job was not com- 
pleted before the expiration of the 
extended deadline. 


Tue Rutinc—The Internal Reve- 
nue Code provides that if a tax- 
payer replaces involuntarily con- 
verted property within a time spec- 
ified in the code, he may at his 
election defer the recognition of 
any gain to the extent the amount 
realized upon conversion equals 
the cost of the replacement prop- 
erty. 

The terms of the code are very 
explicit and are strictly construed. 
A contract with a builder to con- 
struct replacement property does 
not fulfill the requirements of the 
code. The replacement must ac- 
tually exist prior to the expiration 
of the period. 

Accordingly, taxpayer must pay 
tax on the insurance proceeds to 
the extent it exceeds the adjusted 
basis (cost less depreciation ) of the 
property destroyed. (Revenue Rul- 
ing 56-543, October, 1956.) 


MANAGEMENT METHODS 





ie 


1- 


>S 


Sd 


Wit. 


AUTOMATION £ 


a 
: 








Amazing RE-CO* turns out 700 letter-size copies an hour—with only 1 operator! 


At last, you can have photocopy automation. From the ex- 
posure of the original to the finished, dried print, the flow is 
continuous. You reproduce any flat copy onto paper or film 
in half the time and at half the cost. 

RE:CO is easy to operate. It copies actual size or half size. 
You simply feed material to be copied. It is ideal for repro- 
ducing maps, logs, seismograph records, or a multiple of 
small different subjects. Sequence is maintained through the 
entire process, eliminating sorting and collating. No dark- 
room or special plumbing is required, and you are assured 
of quality reproductions every time. 

See how you can boost photocopy production and achieve 
important savings in labor, time and material. Write for full 
details on this revolutionary photocopier. 


*Trademark of Reproduction Sales Company 
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Room 1325, 315 Fourth Avenue, New York 10, N.Y. 


I want more information on RE-CO PHOTOCOPY 
UNIT. 
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ques Every age has its 
hero and the hero in today’s age of 
expanding American technology is 
the engineer. Devious methods 
have been found to pay him hom- 
age. Business and industrial firms, 
desperate for his services, are in- 
tensifying their campaigns to lure 
him into their organizations and to 
keep him happy once there so he 
will stay productive—and stay put. 

A look at the classified section of 
the Sunday newspaper reveals the 
multitude of recruiting appeals be- 
ing used.* The only appeal that 
seems destined for ultimate failure 
is the one based on unfounded 
promises of pie in the sky. Most 
firms, however, have learned to 
avoid this kind of press agentry, 
instead offer the engineer sincerely 
positive advantages. Some organi- 
zations, for example, emphasize 
the adventurous aspects of their 
advanced projects; others the op- 
portunities available for advance- 
ment. Some companies play up the 
professional reputation of their 
present engineering personnel; 
others emphasize the excellence 
of their work facilities. 

These and other appeals have 





* Advertising agencies are now in existence 
which specialize almost completely in classi- 
fied and display advertising for engineers. 
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been used for years by engineer- 
starved companies with varying 
degrees of success. Now, however, 
a new kind of engineer recruiting 
approach has come to the fore. It 
is related to the “excellence of 
work facilities” theme, but it deals 
with the plant location rather than 
the plant itself. Further, it is aimed 
at stimulating and holding the job 
interest of the engineer by appeal- 
ing to his non-job-related interests. 


Site appeal 

An example of this approach is 
a display ad of Boeing Aircraft that 
has been dominating classified 
pages of newspapers around the 
country recently. The ad shows a 
relaxed and contented engineer, 
not on the job, but off the job, 
enjoying a beautiful Saturday af- 
ternoon of sailing with his wife. 
The text points out that such is 
the pleasant existence awaiting the 
engineer who moves to Seattle io 
work for Boeing. 

Another example is a Minneap- 
olis-Honeywell ad inviting engin- 
eers to Minneapolis with the head- 
line, “Challenging engineering 
work near outdoor fun!” followed 
by a picture of a man skiing with 
his family. General Electric recent- 
ly called attention to its Pittsfield, 


Mass., plant with an ad headlined, 
“Engineers who are ‘homesick’ for 
the country .. .” 

Engineers, of course, cannot be 
typed or classified as a whole, but 
it does seem to be generally true 
that a technical person’s tempera- 
ment is outdoor oriented. Rather 
than a nightclub hopper, the en- 
gineer “type” is more often than 
not, it seems, interested in free- 
time activities like hunting, boat- 
ing, fishing and golf—as well as a 
lazy afternoon in the backyard 
hammock. For this reason, com- 
panies from Maine to Ohio to Cali- 
fornia, and from Washington to 
Arkansas to Florida have begun to 
hark the merits of their plant sites 
to engineers and other needed 
workers. Again, varying degrees of 
success have been experienced, due 
largely to the facts that 1) some 
locations are generally more ap- 
pealing to employees than are oth- 
ers, and 2) some companies do a 
better job than others in calling at- 
tention to their location plus fac- 
tors. 

Here, however, is an actual case 
example that provides unquestion- 
able evidence that it pays to sell 
the sizzle of your plant site. It also 
offers an unusually thorough pro- 
gram of pre-selling current em- 
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of your site 


Some firms in the forefront of the engineering shortage are 
learning to apply a new recruiting method: “Sell the 
location plus the job.” Here is the story of how 
Minneapolis-Honeywell selected a new plant site 
primarily on the basis of the site’s appeal to employees, 
how the company has stimulated real excitement among 
the engineers and technical employees who are to be 
transferred there, and how it uses the appeal of its new 


location in recruiting more engineers. 


ployees on a new plant site before 
trausferring them there. 


M-H goes to Florida 

Early last year a team of officials 
from the Aeronautical Division of 
Minneapolis-Honeywell Regulator 
Co. went plant site hunting. They 
were looking for the best spot to 
build a new engineering facility 
for design and prototype produc- 
tion of inertial guidance systems. 

In the course of a period of 
months, they conducted thorough 
investigations of 21 areas. Finally, 
in May, a decision was reached; 
the choice was a 95-acre plot on the 
outskirts of St. Petersburg, a penin- 
sular city halfway down Florida’s 
west coast. Once known only as a 
haven for retired folk, St. Peters- 
burg in recent years has experi- 
enced a booming influx of business- 
es, mostly light manufacturing, 
electronics and service-type firms. 

Construction of M-H’s St. Pe- 
tersburg plant was begun in Janu- 
ary. The initial construction will 
be a 90 thousand square foot ad- 
ministration, engineering and de- 
sign building, plus a 14,400 square 
foot test shop and prototype plant. 
Plans have been made for a pos- 
sible expansion to about 210,000 


square feet in the next few years. 
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Operations are scheduled to be- 
gin in December. Management, en- 
gineering, and key technical and 
supervisory personnel are being 
transferred to the new site from 
the M-H Aeronautical Division in 
Minneapolis. Other engineers and 
skilled workers to fill some 600 im- 
mediate jobs are being recruited 
outside of the company, both lo- 
cally and from other areas. 

Why did Minneapolis-Honey- 
well select St. Petersburg as the 
site for its new plant? 

One unusual reason is that Po- 
laris—The North Star—is reportedly 
visible there for more hours of the 
year than in most other American 
cities, and The North Star is used 
in setting the inertial guidance sys- 
tems to be manufactured. 

But this astronomical considera- 
tion was of minor importance com- 
pared to the strength of Florida’s 
appeal from the employment point 
of view. With big expansion plans 
on the boards, Minneapolis-Honey- 
well wanted to be absolutely cer- 
tain that it could count on an ade- 
quate supply of labor of all types 
—particularly scarce engineers. 


No engineer shortage 
The experience of other firms 
which have preceded Minneapolis- 


Honeywell to Florida weighed 
heavily in the company’s decision. 
For example, M-H officials learned 
that since 1953, when Chemstrand 
Corp. opened its plant in Pensa- 
cola, it has been deluged by 100,000 
applications for 4,500 jobs. Fair- 
child Engine Co. placed an ad 
offering 200 employment openings 
at its St. Augustine plant, received 
3,000 replies. 

And the trend continues: when 
General Electric announced its 
new Florida operation recently, a 
post office box number buried deep 
in a news release produced 17,000 
responses from 34 states, Canada 
and three foreign countries in three 
weeks. Despite the fact that the 
St. Petersburg Chamber of Com- 
merce has no employment service, 
it received 97,000 letters during 
1956 from people in all parts of 
the country seeking Florida jobs. 

Minneapolis-Honeywell at pres- 
ent has about six applications for 
every job it will have immediately 
available, including a significant 
number from top qualified people 
anxious to come to Florida for les- 
ser jobs than they now have. 


“Selling” your site 
In the face of such a rich labor 
supply and what is widely consid- 





ered to be the natural appeal of 
Florida from the employee point 
of view, it might seem strange for 
Minneapolis-Honeywell to conduct 
a program of actually “selling” peo- 
ple on the advantage of Florida 
employment. Nonetheless, an ag- 
gressive selling campaign has been 
conducted on a broad scale. 

M-H has directed perhaps the 
largest part of its efforts to people 
already on its payroll—the key peo- 
ple in Minneapolis who are being 
transferred to St. Petersburg. These 
employees, who will serve as the 
nucleus of the new operation, have 
been selected, not on the basis of 
their desire to move to Florida, but 
on the basis of what they can con- 
tribute to the company there. 

Thus, reasoned management, the 
company had a responsibility to 
inform these people of what they 
could expect in their new location. 
And since transfer was not com- 
pulsory, M-H wanted to sell the 
people on the move so that they 
would agree to go, and, if possible, 
become enthusiastic about it. 

“After all,” says one company of- 
ficial, “we're asking these men and 
their families to pull up stakes, sell 
their homes, leave their friends and 
community interests, and move into 
a completely different climate.” 

Wickham Skinner, who is already 
in Florida as director of adminis- 
tration for the new operation, 
points out: “When we informed 
the key people that they had been 
selected for transfer to St. Peters- 
burg, we knew that the wave of 
general attitude would go either 
strongly in favor or strongly 
against. Our job was to present 
them with the facts in an effort to 
keep the response favorable.” 


Selling methods used 

Here, specifically, is what was 
done. 

Published facts: Soon after 
the decision was made to build in 
Florida, but before it was made 
known, a group of M-H public re- 
lations and personnel people quiet- 
ly went to work gathering facts 
about living conditions at the new 
site. Information pipelines were set 
up with the St. Petersburg Cham- 
ber of Commerce, as well as local 
utilities, which funnelled in all 
kinds of factual and illustrative ma- 
terial. 

From this mass of data, the most 


significant items were distilled out, 
dressed up and put together in a 
large, colorful 30-page booklet, 
heavily sprinkled with illustrations, 
including pictures of glistening 
beaches decorated with bathing 
beauties. 

Due to pre-planning and speedy 
work, this booklet was available 
shortly after the official announce- 
ment of the new Florida operation. 
A copy was handed to each of 
the people in Minneapolis who had 
been selected for transfer. 

The booklet was titled, “Loca- 
tion: Florida,” and it was not sim- 
ply a “once-over-lightly” treatment. 
Rather, it presented specific and 
detailed facts and figures covering 
every major phase of the Florida 
environment that would be of in- 
terest to the people who were to 
be moved. In many cases, compar- 
ative figures were given for St. 
Petersburg and Minneapolis—in- 
cluding some which favored Min- 
neapolis. Despite the fact that the 
book was designed for the sole 
purpose of selling M-H people on 
the move, it contained only ob- 
jective facts, and left it for the em- 
ployee to decide whether the move 
would be favorable for him. 

The booklet started off with a 
concise description of the new 
plant, followed by facts about the 
city of St. Petersburg and the sur- 
rounding area. 

Housing was given special at- 
tention. Photos and floor plans 
showed what was available in va- 
rious price ranges. The company 
had even gone to the extent of 
sending to Florida home builders, 
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PLANT SITE FACTS 


Most Chambers of Commerce and industrial development groups 
have published material available that can be used to sell your em- 
ployees or potential employees on the benefits of living in a particu- 
lar plant location. For example, the facts booklet described in this 
article, prepared by Minneapolis-Honeywell for its employees who 
were to be transferred from Minneapolis to St. Petersburg, Fla., was 
based in part on material contained in the 1956 “Economic and Statis- 
tical Review,” published by the St. Petersburg Chamber of Commerce. 
For a free copy of this review, circle number 725 on the Reader Service 
Card. Further, if you would like plant site information covering any 
other city or general area of the country, simply address a letter to 


oor plans of houses being built 
in Minneapolis, asking for quotes 
on Florida construction costs; the 
comparative prices for similar hous- 
es in Minneapolis and St. Peters- 
burg were then included in the 
book. Home financing was also dis- 
cussed. 

Facts and figures about the cost 
of living in St. Petersburg were in- 
cluded, together with facts on 
school facilities, taxes, hospitals, 
cultural activities and recreational 
facilities, with a special section de- 
voted to Florida fishing. 

No cost was spared in prepar- 
ing this book; reportedly, art work 
and printing alone amounted to 
about $11 per copy. 

Special meetings: The book- 
let, however, was only the first 
step in Minneapolis-Honeywell’s 
site selling program. The next step 
consisted of two special meetings 
to which were invited all of the 
people who were to be transferred, 
together with their families. 

The first meeting was held in 
August, a month after the an- 
nouncement of the new plant. On 
hand were four speakers: a repre- 
sentative of the Florida Power Co., 
who told the Minneapolis-Honey- 
well people what preparations the 
people of St. Petersburg were mak- 
ing for their arrival; Minneapolis- 
Honeywell's own district sales man- 
ager in Florida, who discussed liv- 
ing conditions and family life in 
the location; a leading St. Peters- 
burg real estate man, who dis- 
cussed housing; and the wife of 
the president of St. Petersburg Jun- 

(continued on page 86) 
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ME Behind every de- 
cision you make for your company, 
there lies a basic objective: to get 
optimum return from the expendi- 
ture of your company’s resources 
—human resources, equipment, 
capital and other resources. 

For example, when a sales man- 
ager assigns his men to territories, 
his goal is to get the best possible 
result—sales—by matching individ- 
ual abilities with specific problems 
or conditions. The same applies for 
a production manager when he de- 
cides which machines will be used 
to make which products. And the 
same holds for the top manager 
who must decide how he can most 
profitably apply the earnings re- 
tained in his business. 

Sometimes, when only a _ few 
choices are available, such deci- 
sions are simple. But when there 
are a number of individual re- 
sources to be applied to a number 
of needs, the possible arrangements 
multiply. Then the decision be- 
comes complex, quickly reaching 
beyond the scope of a man’s abil- 
ity to mentally determine the opti- 
mum arrangement. 
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You can use 


Operations Research 


without a slide rule 


To the man who makes the best decisions goes the competitive 
advantage. With Operations Research you can find optimum 
solutions to problems facing your company. Here is a complex 
OR theorem that has been reduced to non-mathematical propor- 
tions. It’s called the assignment technique. To use it, you need 
only add and subtract. When you read this article, think of 
all the ways you can use this method in your own job now. 


by Ram Vaswani 


Operations Research Group, Engineering Experiment 
Station, The Ohio State University 


In time past, an executive faced 
with such complex, multi-choice de- 
cisions, was forced to rely on 
“hunch” or trial-and-error. Now, 
however, there is a better way, 
made possible by linear program- 
ming, a tool of operations research. 

One type of linear programming 
that applies here is called the as- 
signment technique. The mathe- 
matical theory that supports the 
assignment technique is a little 
complicated and has been covered 
elsewhere (see references 1 or 2 at 
the end of this article). The actual 
application of the assignment tech- 
nique, however, is relatively sim- 
ple: it can be used as a decision- 
making tool by an executive with 
a small amount of training. 

Following is a quick review of 
the assignment technique, plus the 
solution to an actual problem that, 
with a little patience, the reader 
can follow through step-by-step. 


What is the assignment prob- 
lem? 

Suppose an airline has five air- 
planes available at a certain air 
base to allocate to five separate 
flights. Each plane is capable of 


flying any one of the five flights. 
The revenue for each flight is fixed 
no matter what the assignment of 
planes to flights. However, some 
planes are small and others large, 
some old and others new. Hence, 
the cost associated with allocating 
each of the five planes to the same 
flight is different. The problem of 
the airline is to make the assign- 
ment in such a way that each plane 
is allocated to a single flight and 
the sum of costs is minimized. 
Notice that even though one 
plane might be cheapest for all five 
of the flights, it can be used for 
only one. To illustrate, suppose that 
in Table I (next page), horizon- 
tal rows represent the five planes; 
vertical columns, the five flights; 
and the squares at the intersec- 
tions of rows and columns represent 
cost of each plane making each 
flight. It is clear that plane No. 4 
would be cheapest to operate on all 
the flights. Which one of these 
flights should be allocated to this 
particular plane, and how should 
the remaining four planes be as- 
signed to the remaining flights? 
This is an example of the assign- 
ment problem. Similar applications 
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TABLE 1 TABLE 2 TABLE 3 
Cost or Rating Matrix 
FLIGHT NO. 1 2 3 4 5 FLIGHT NO.p>1 2 #3 4 5 MINIMUM FLIGHT NOP) 2 3 +. 
AIRCRAFT NO. AIRCRAFT NO. | | IN ROW AIRCRAFT NO. | 
1 300 500. “320 | 436 "502 . a ee 50 | 320 210° 166 [312 50 aes % R70 160 | 116 262 
2 500 | 350 | 635 | 540 | 320 2 250 |170 | 525 | 270 | 130 130 7 2 {20s 40 | 395 140 WY 
3 310 | 535 | 250 | 370 | 195 3 | 60: | 355 | 140 | 100 4 ae 3 3 350 | 135 95 NSO 
4 250 | 180 | 110 | 270 | 190 4 | of of 0 | 0| of o 4 & SARA 
5 560 | 370 | 250 | 345 | 460 je 190 | 140 L 75 | 270 || 75 ie. ; RENREAN 
Se eieaee 250 | 180 | 110 | 270 | 190 


























arise in business and industry ev- 
ery day. 


Why was the assignment tech- 
nique developed and what are 
its advantages? 


The technique was developed 
because the simple enumeration 
method (listing and costing all the 
possible assignments and selecting 
the best assignment) would simply 
not work even for problems of mod- 
erate size. For example, take a case 
involving the assignment of three 
jobs. The number of possible as- 
signments is six. With four jobs to 
be performed the number of pos- 
sible assignments is 24. The follow- 
ing figures show the number of 
possible arrangements for jobs up 
to 10: 


NO. OF JOBS 
TO BE PERFORMED 


NO. OF POSSIBLE 
ASSIGNMENTS 


2 

6 

24 

120 

720 
5,040 
40,320 
362,880 
3,628,800 


COO O1D Ol CO bo 


—_ 


Notice how fast the number of 
possible assignments increases with 
the number of jobs to be per- 
formed. Now consider a case in- 
volving 20 jobs. There can be 

2,432,902,008, 176,640,000 
possible assignments. This problem 
would take a fast electronic com- 
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puter programming and _ costing 
one arrangement per microsecond 
and working eight hours a day, 365 
days a year, well over a half a 
million years to select the mini- 
mum cost assignment—an impos- 
sible situation. Hence other meth- 
ods have to be used. The disad- 
vantages of the trial-and-error ap- 
proach are that it takes time, and 
there is no way of knowing if the 
best assignment has been selected 
or how close any particular assign- 
ment is to the best assignment. 

The connection between linear 
programming and the assignment 
problem was first pointed out in 
1953 by Prof. Merrill M. Flood, 
Associate Director, Engineering 
Research Institute, Willow Run 
Laboratory, University of Michigan. 
Flood showed that linear program- 
ming techniques could be used for 
solving the assignment problem. 

In 1955, using a theorem which 
had been proved in 1916 by a Hun- 
garian mathematician, D. Konig by 
name, Prof. Flood developed a sim- 
ple and direct technique for solv- 
ing the assignment problem. Since 
Flood’s technique assumes only the 
knowledge of simple arithmetic— 
specifically the ability to perform 
addition and subtraction—it can be 
used by almost anyone. 


What basic information is re- 
quired for the application of the 
assignment technique? 

First, you must list facilities to 
assign and jobs to be performed. 

Second, you must specify the 


criterion, such as cost, revenue, 
profit, output, time, distance trav- 
eled, etc., in terms of which the as- 
signments are to be evaluated, 
costed or rated. 

Third, you must determine or 
estimate the rate (in terms of the 
units in which the criterion is to be 
expressed, e.g., dollars, hours, miles 
traveled ) associated with assigning 
each facility to each job. This in- 
formation can be put into a table 
which the mathematicians call a 
cost or rating matrix (see Table 1). 


How does Flood’s assignment 
technique work? 


The technique essentially con- 
sists of nine steps. We will use our 
airline problem in _ following 
through these steps. 

First, let’s see how well you do 
without using any technique. Ex- 
amine Table I and write down 
which planes you think should be 
assigned to which flights. Because 
this is a fairly simple problem, you 
may be able to come fairly close to 
the best answer. 

Now, in order to actually deter- 
mine the minimum cost assignment 
by means of Flood’s technique, we 
do this: 

Step 1. Examine individually 
each vertical column of Table I for 
the minimum number and write 
this number in the row so labeled 
at the bottom of the Table. Thus, 
the minimum number in column 1 
is 250, that in column 2 is 180, etc. 

Step 2. Subtract from each num- 
ber of Table I the minimum num- 
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TABLE 4 TABLE 5 
Minimum and Maximum Cost Assignments 
FLIGHT NO. > 1 2 3 4 5 Maximum-Cost Assignment ' Maximum-Cost Assignment 
(1) (2) (3) (4) (5) (6) 
iano tor AIRCRAFT FLIGHT | $COST ! AIRCRAFT FLIGHT | $ COST 
1 NO. NO. : me 3 __NO. __NO. ie | 
? 1 300} 1 5 502 
2 On te Ee eee 
indi heipiihaoasa 2 2 350 | 2 3 635 
ee 3 5 ee ES 2 | 5% 
a a 3 es 4 270 
5 owe 50 we | 5 1 560 
na m BOE Ss BR Ae 
COST OF WHOLE 2.502 
ASSIGNMENT Haves s , 


ber in its column and write the new 
numbers in their appropriate 
squares in Table II. To illustrate, 
subtract 250 (the minimum number 
in column 1 of Table I) from 300, 
the element in the square in row 
1 and column 1, and write the re- 
sult, 50, in the square at the inter- 
section of row 1 and column | in 
Table II. Similarly, subtract 250 
from 500, the number in the square 
in row 2 and column 1 in Table I 
and write the result, 250, in its ap- 
propriate square in Table II. Con- 
tinue this until all squares in Table 
II are filled. Note: Table II must 
have positive numbers or zeros 
only; negative numbers must. not 
appear. 

Step 3. Examine separately each 
horizontal row of Table II for the 
minimum number (which will be 
either zero or a positive number) 
and write this in the column so 
labeled in Table II. In our case, 
row 1 has the minimum number 
50, row 2 has 130, row 3 has 5, 
row 4 has 0, and row 5 has 75. 

Step 4. Subtract from each num- 
ber of Table II the minimum num- 
ber in its row and write the result 
in the appropriate square in Table 
III. This table wiil have at least 
one zero in each column and each 
row. 

Step 5. Examine all zeros in Table 
III and start shading rows and col- 
umns in such a way that all zeros 
lie in the shaded rows and/or col- 
umns, and the number of such rows 
and columns is minimum. Thus, in 
Table III, we could shade columns 
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1, 2, 3, 4, and 5 and thereby include 
all zeros in five shaded lines (a 
row or a column is designated as 
a line). However, since our objec- 
tive is to shade the minimum num- 
ber of lines, we are better off shad- 
ing rows 4 and 5, and columns 1 
and 5, thus making a total of only 
four lines. Alternatively, we could 
have shaded row 4 and columns 1, 
4, and 5, again making a total of 
four lines. Either of these two 
alternatives, with the minimum 
number of shaded lines, will do for 
the problem. 

When shading lines, it is best to 
shade columns in one direction 
and rows in another direction so 
that squares at intersections of 
shaded rows and columns have 
double shading for the reason 
stated in Step 7. 

Step 6. If the number of shaded 
lines equals the number of rows 
we started with in Table I, proceed 
to Step 9, otherwise to Step 7. 

Step 7. If the number of shaded 
lines in Table III is less than the 
number of rows in Table I, examine 
the unshaded squares in Table III 
and find the minimum number—in 
this case, 40. 

A. Now, subtract 40 from each 
number in the unshaded squares 
of Table III and write the re- 
sult in the corresponding squares 
in Table IV. 

B. Also, add 40 to each num- 
ber in the square (if any) with 
double shading and write the re- 
sult in the corresponding square 
in Table IV. 








C. Numbers in the squares 
with single shading in Table II 
should be transferred to their 
corresponding squares in Table 
IV without any addition or sub- 
traction. 

Note that in our example there 
are nine unshaded squares in Ta- 
ble III. So, we subtract 40 from 
each of these and write the result 
in Table IV. Also there are four 
squares with double shading; there- 
fore, we add 40 to each number in 
each of these four squares and 
write the result in Table IV. And, 
there are 12 squares which have a 
single shading. Hence, we simply 


transfer numbers’ from __ these 
squares to their corresponding 
squares in Table IV. 


Step 8. Now use line shading 
Step 5 on Table IV and follow in- 
structions in Step 6 (i.e., proceed 
to Step 9 if the number of shaded 
lines in Table IV is five, otherwise 
to Step 7). This is to be repeated 
as many times as necessary and 
new tables constructed until the 
minimum number of shaded lines 
determined in Step 5 becomes 
equal to the number of rows we 
started with in Table I. 

In our example, the minimum 
number of shaded lines that can 
be fitted in Table IV, according to 
Step 5, is five. In Table IV, row 4 
and columns 1, 2, 4, and 5, have 
been shaded, although many other 
alternatives for shading the lines 
exist; however, none of these al- 
ternatives has less than five lines. 

(Continued on page 87) 
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You can't ignore the coffee break 





ignore the 
river of coffee flowing into the na- 
tion’s work places—factories, offices 
and stores. It has nearly doubled in 
size during the past six years. 

Once the coffee break was a rare 
privilege, or a furtive flee to the 
corner drug store; now it looms as 
a national institution. And for the 
firm fighting to get and hold scarce 
manpower, it ranks as a force to be 
reckoned with. 

“Across the street at XYZ Co.,” 
reports Jane to Mary testily as they 
powder their noses, “they serve 
coffee to the girls in the morning 
and afternoon,” and before the 
week is out both are on XYZ’s pay- 
roll. 

There are arguments on both 
sides concerning the therapeutic or 
physiological benefits of the cof- 
fee break. But it is indisputable 
that employees consume a good 
deal of unproductive time while 
joyfully consuming their coffee—es- 
pecially since there is a tendency 
for workers to abuse and extend 
the “rest period” aspects of the cof- 
fee break. 

Despite these facts, the trend is 
clear: increasing numbers of em- 
ployers are conceding that they 
can't break the coffee break, and 
have given up trying. Instead, they 
are facing the reality that on-the- 
job coffee is here to stay and are 
making the most of it—partly by 
raising a cup or two each day 
themselves. 
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Your coffee break practices now influence your 


competitive position in the labor market. Measure your 


policy against these national survey findings. 


Two questions to answer 


For the businessman who must 
contend with the problem, there 
are two questions to be answered: 


e What should be my company’s 
coffee break policy if we are to 
stay competitive in the personnel 
market? 

¢ How can we minimize the time 
costs involved in permitting work- 
ers the coffee break? 


The answer to the first question 
lies in the findings of a survey re- 
cently conducted for its members 
by the Pan-American Coffee Bu- 
reau (certainly no disinterested 
party ). Some of these findings are 
reported below. The second ques- 
tion is being answered now in the 
response to a survey underway by 
MANAGEMENT MEtTHOps; the find- 
ings will be reported in a future 
issue. 

The remainder of this article 
consists of findings from Pan- 
American’s survey report, made 
available to MANAGEMENT METH- 
ops on an exclusive basis: 


Coffee in the factory 


A comparison was made of the 
proportion of workers in factories, 
offices and stores who do or do not 
have an official rest period with 
coffee available. The comparison 
shows that slightly more than one- 
half the factory workers reported 
an official break, whereas less than 
one-quarter of store workers had 
any official breaks. This is shown 


on the top segment of the chart, 
giving distribution by length of the 
break. 

These figures show factory work- 
ers have more breaks and that they 
are more often of 10 minutes dura- 
tion than for other worker groups. 
Fifteen minutes is the more com- 
mon length of an official break for 
office or store workers. The major- 
ity of the workers who have rest 
periods have them for both morn- 
ing and afternoon (or the equiva- 
lent on night shifts). This is shown 
on the bottom segment of the chart, 
in which the number of breaks in 
the working day appears. 


Coffee available to 73% 


In addition to the inquiries about 
official rest periods with coffee, 
workers were asked to state speci- 
fically at what time or times dur- 
ing the day they could get coffee. 
Almost half, 48%, said all day. The 
differences by type of worker, and 
the other occasions when coffee is 
available, were: 


Coffee Available Factory Office Store Total 
All day 36% 45% 63% 48% 
Rest periods only 31 24 12 22 
Some specific time 

other than offi- 


cial rest period 3 4 1 3 
Total 70 73 76 73 
Meal time only 9 6 4 


No coffee available 21 21 20 21 


Total 100 100 100 100 
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Morning and/or afternoon? 

Among the 2,429 people inter- 
viewed working in factories, stores 
and offices, an adjusted 21% re- 
ported having coffee at their place 
of work during the morning. An- 
other 13% drank their coffee at an 
eating place in the morning on 
working days. Thus, a total of 34% 
of workers actually enjoyed a cof- 
fee break during the morning. 
These workers are slightly less than 
half (46%) of all the workers who 
reported an opportunity for a cof- 
fee break which was shown above 
to be 73% of the 2,429 workers. 

An afternoon coffee break was 
taken by 10% of workers in their 
place of work and another 8% in 
eating places. Since official rest 
periods as a means of obtaining a 
coffee break are less frequent in 
the afternoon than in the morning, 
it follows that the frequency of the 
afternoon break would be lower 
than for the morning. 

During the morning, 25% of the 
workers who enjoyed a_ coffee 
break did so with two cups at one 
break or took two morning breaks. 
The comparable proportion for af- 
ternoon breaks was 22%. 

These figures are based upon the 
fact that the worker drank coffee 
on the job or ai an eating place 
during workirig hours regardless of 
how long the break or whether it 
was a regular rest period or not. 
An employee who took two min- 
utes to get a cup of coffee at a 
vending machine and brought the 
cup back to his desk, and the one 
who went to the restaurant on the 
ground floor of his building are 
both counted as taking a break. 

The figures above do not sepa- 
rate out those workers who en- 
joyed both a morning and after- 
noon coffee break. This is shown 
in the following table. 


Factory Store 
and Office Workers 


Morning break only 23% 
Both morning and 
afternoon break 11 
Afternoon break only z 
Total Taking any Break 41 


These figures include some work- 
ers on night shifts or irregular hours 
whose first work period before a 
meal break is the equivalent of the 
much more common morning work 
period. m/m 
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PROFILE OF A NEW KIND OF MANAGER 


Willard Rockwell tells— 


How to grow bigger 


by staying small 


THE PROBLEM: 


How to avoid the bigness of “big business” while expanding 
facilities, markets, sales and profitability through a vast pro- 
gram of diversification, plant acquisition and modernization. 


THE ANSWER: 


Stick to small towns and keep plants small; emphasize “com- 
munity attitude” in site selection; finance new plants with meth- 
ods beneficial to both company and community. 


THE MAN: 


Willard F. Rockwell, Jr., President 
Rockwell Manufacturing Co., Pittsburgh 
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What you will find 
in this article 


How Rockwell has financed 
a 40% plant expansion in 
five years 


How to get a new plant 
with no capital outlay 


Why Rockwell uses stock 
to finance acquisitions 


How Rockwell benefits by 
refusing a stock exchange 
listing 


Who controls Rockwell 


Why Rockwell keeps 
plants small 


How Rockwell selects its 
pliant sites and why 
favors small towns 


Why it’s bad business 
accept a tax holiday 


How Rockwell coordinates 
its diverse and decentral- 
ized operations 


How “‘the boss’s son” over- 
comes his stigma 





A case history 


Rockwell Manufacturing Co. is a diversifying 
industrial paradox that keeps growing bigger by 
keeping all of its operations small. 

Last month Willard F. (Al) Rockwell, Jr., 
43, completed his first 10 years as president of 
this miniature giant. During these 10 years, the 
company has fared exceedingly well (see chart 
below ). 

The company’s growth cannot be credited solely 
to young Al Rockwell. For example, Col. Willard 
F. Rockwell, Sr., who started the company on its 
way 30 years ago, continues as board chairman. 
But a close look makes it unmistakably clear that 
the management reins are now firmly held by The 
Colonel's big, good-looking, self-confident son. 


A biblical lesson 

From the very beginning, Rockwell Manufac- 
turing has followed the example of the biblical 
father who showed his sons that it is easier to 
break one heavy stick than a number of twigs 
bound together. The company’s chief operating 
philosophy through the years has been to both 
acquire and construct a network of small plants, 
operate these on the basis of an “optimum maxi- 
mum” size of 500 employees, and lace them to- 
gether into a strong and flexible unity. 

Rockwell’s reasons for keeping its plants small 
are many. And its success with its small plant 
policy demonstrates that often the smaller com- 
pany can use its size to gain an advantage over 
its larger competitors. 


Rockwell diversification 


Rockwell is diversified two ways: geographically 
and by product. Its 21 plants are located in 14 
states from New York to California, with one in 
Canada. It also has 15 foreign licensees making 


Sales are up 83% to $114 million last year 
(in 1956 alone, sales increased 38% over the 
Siti year). Profits have risen even faster. 


Sihecs lines have also doubled ‘a 18 a 
125 individual products, 25,000 variations). 


well is now in 29 different ner 
are: mane deren 19 yeors ogo, |: : 


its products, and has sales representatives in 80 
foreign countries. 

To its 17,000 customers Rockwell sells three 
major categories of products, each accounting for 
about a third of the sales dollar: 


Control devices, such as Nordstrom valves, 
Edward valves, service cocks and valve lubricants. 
These are sold to growth industries such as natural 
gas, petroleum, chemicals, and electric power 
generating firms. The field of atomic power pro- 
vides a future outlet for these products. 


Measuring and regulating devices of all kinds, 
including gas meters, water meters, industrial 
meters, taximeters, parking meters, regulators, 
chart clocks, and so on. Among the significant 
customers here are town and city governments, 
as well as utilities. 

Power tools, including the Delta and Walker- 
Turner industrial power tools, Delta Homecraft 
tools, Beaver power tools and a full line of motors 
and accessories. Industrial, school and consumer 
markets are sold. 


How do they do it? 


How does Rockwell Manufacturing Co. manage 
its sprawling network of small enterprises and 
why doesnt’ it consolidate them? How does the 
company maintain balance in its operations? How 
does it maintain its favorable competitive position? 
How has it managed to finance a 40% expansion of 
plant facilities in five years? 

To get the answers to these and other questions, 
MANAGEMENT MEtTHops conducted a series of tape 
recorded interviews at Rockwell headauarters in 
Pittsburgh. Following are the most revealing high- 
lights of MANAGEMENT METHops’s interviews with 
President Rockwell. plus comments of other mem- 
bers of the company’s top management. 
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0). 


Mr. Rockwell, five years ago you began an expansion 
program that will increase your plant floor space by 40% 


by the middle of this year. You have acquired a number of com- 
panies, modernized some of your existing plants and have been 
building modern plants in half a dozen small towns across the 
country. How can a company of your size manage to finance ex- 
pansion of this kind? 





A. Some of our construction and 
some of our acquisitions have been 
financed with our own cash—some- 
times by borrowing, although we 
are not very much in debt these 
days. In fact, we had no debt at 
all a few months back. 


Q. Do you also use stock to fi- 
nance your expansion? 


A. We have often acquired other 
companies in exchange for stock. 
But we don’t use stock to raise the 
capital for the new plants we have 
been putting up. 


Q. Do you mean all your new 
plants are financed through re- 
tained earnings or borrowed capi- 
tal? 


A. No, in the majority of recent 
instances we have financed new 
plants with the assistance of com- 
munity development groups. 


Q. State industrial development 
commissions? 


A. No, I’m referring strictly to local 
groups. A group of people in a 
town will get together and form an 
industrial development foundation 
or corporation. You will find them 
all over the country in towns seek- 
ing industry. Business people and 
other local citizens become mem- 
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bers of the group by investing 
some percentage of the capital 
needed to build a new plant, 
then they finance the remainder 
through a mortgage. They put up 
the plant, usually to a company’s 
specifications, and they own it. 
They regain their investment, with 
interest, through rent paid by the 
company over a period of years. 
Usually the firm moving into the 
plant signs a long term lease, with 
options to renew the lease for ad- 
ditional periods at reduced rentals. 
The original leasing agreement 
may run for any number of years, 
from 10 on up to perhaps 50. The 
development corporations are tax 
free, but members pay taxes, of 
course, on the interest they receive 
on their investments, just as they 
do on any other interest income. 
We have five plants financed in 
this way. 


Q. And these plants are where? 


A. Well, we have them in just 
about every section of the country. 
There’s one down in the South; 
we have one in the Southwest and 
another on the West Coast; there 
is another one of these plants back 
in the East; finally, we have a 
midwestern plant that was fi- 
nanced using the community fi- 


nance method. Incidentally, we 
have also used this method for 
some plant additions. 


— Your wide use of this 
* financing method indi- 
cafes that you have found it sat- 
isfactory. 


A. Yes, we have found it very sat- 
isfactory from a number of points 
of view. Actually, though, it’s not 
so much a question of finance as it 
is a question of gaining community 
participation. One of our plant 
additions, for example, indicates 
that. There wasn’t much of a cap- 
ital investment involved, but we 
think it’s healthy to have the peo- 
ple of the community participate. 
If the people of a town are willing 
to invest their money in your plant, 
you can be pretty sure that they 
want you there and that they will 
continue to take a favorable view 
toward you—provided you live up 
to all your community responsibili- 
ties. It becomes a two-way vested 
interest, which under ordinary cir- 
cumstances is good. 

Incidentally, this community 
method of financing plants is not 
new; some years ago it was far 
more common than it is now. 


Q. Do you feel that this method 
of financing your expansion will be 
suitable for your continued growth 
in the future? 


A. It will be, yes. On the other 
hand, here at Rockwell we feel 
that it is important to maintain a 
balance between the physical as- 
sets we own and those we rent 
from community development 
foundations. If you are involved in 
too many of these leasing agree- 
ments or. if you take on too many 
of them .within a short period of 
time, you may end up with an 
over-burdening cash requirement 
in the form of rental commit- 
ments. Right now our company has 
a current annual rental cost for its 
leased plants of close to a half- 
million dollars. I wouldn’t like: to 
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see that figure become too much 
bigger. It’s not that we couldn't 
cover these commitments under 
any circumstances; it’s just that I 
don’t feel it’s economically sound 
to let cash commitments become 
too big. 


Q. You say that you could handle 
these commitments under any cir- 
cumstances. Suppose you were to 
reach the point where you were 
operating at a break-even level. 


A. Even under those highly un- 
likely conditions, we could gener- 
ate enough cash through the de- 
preciation of our owned facilities 
to cover our lease commitments 
without any difficulty. 


Q. Do you feel, then, that you now 
have a good balance between 
owned and leased facilities? 


A. Yes, the balance is good and we 
still have lots of leeway for the 
future. 


In acquiring other firms, 

*you sometimes use cash 

and sometimes use stock. Gen- 

erally speaking, what circum- 

stances most strongly influence 
which method you use? 


A. Our own cash position at the 
time of the acquisition is, of course, 
one factor. Frequently, our method 
of acquisition is governed by tax 
and estate consideration of the 
sellers with whom we may be deal- 
ing. This has been the case in a 
good many of our acquisitions dur- 
ing the past few years. And we 
think it is very important. For 
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Why Rockwell keeps its plants small and why | lants a 


example, the major stockholders 
in the other corporations might 
want to sell out to a larger com- 
pany, but might not want to take 
their capital gain immediately. In 
this case, we could give them stock 
on a tax free reorganization so that 
they retain their investment un- 
taxed. They acquire our stock, 
which has a pretty good market. 
Our stock isn’t listed, but . . 


Q. Excuse me, but why isn't your 
stock listed? It would seem that 
Rockwell would have no trouble 
obtaining a listing on one of the 
major exchanges. 


A. We have received invitations 


: from the major stock exchanges 


and have analyzed the materials 
relative to listings but as yet have 
chosen not to do so. So far we have 
enjoyed fairly broad distribution 
in the over-the-counter market and 
feel our shareholders have not suf- 
fered in any way because of our de- 
cision. We review the facts pe- 
riodically—our board of directors 
is cognizant of the situation. 


Q. Do you feel that the trading 
volume of your stock would be in- 
creased if you were listed? 


A. We conducted a survey a year 
or so ago and found that the trad- 
ing volume of Rockwell stock is 
greater than that of 60% of the 
stocks listed on the big board. 


Q. How do you account for that? 


A. We think our stock has been so 
active because the over-the-coun- 
ter securities dealer is more in- 
clined to be a good solid salesman, 
particularly of stocks that have a 
sound record behind them. De- 
spite the prestige value of a listing 
on a major exchange, I think many 
companies, particularly smaller 
ones, may be better off unlisted 
—for a while at least— because the 
over-the-counter dealer will do a 
tremendous selling job for them if 
he is convinced that the stock is a 
good investment for his clients. 


0 Have you and Col. Rock- 
. * well retained a control- 


ling interest in the company? 


A. I would say we have what you 
would call control these days. 


Q. Is it 51% control? 


A. No. About 45% of the stock is 
represented on our board and the 
Rockwell family holds the largest 
block. We would prefer to retain 
our control through good manage- 
ment rather than actual stock own- 
ership. The Colonel and I have al- 
ways taken the position that when 
someone can convince us they can 
manage the company better, we 
will retire and live off dividend 
income. 


Why are most of Rock- 
*well’s newer plants lo- 
cated in small towns, rather 
than in larger industrial centers? 


A. I'll have to answer that question 
in two ways. First of all, we are 
selecting smaller towns and cities 
for our facilities because our com- 
pany wants to be treated as a 
member of any community in 
which it operates a plant. We don’t 
want to be treated as just another 
factory to be tolerated. We want 
our plant to be an integral part of 
community life, make its contribu- 
tion as a corporate citizen and— 
as an important part of the bargain 
—reap the benefits that come from 
a good relationship with the com- 
munity. We believe this is more 
readily attainable in a town of 25.,- 
000 people or even 10,000 or 5,000 
people than in a town of a quarter- 
million or a half-million people. 
Secondly, you must understand 
that it is our basic philosophy to 
keep our plants small. We think 
that in our business, the “optimum 
maximum” size of a plant should 
be about 500 shop employees—and 
we feel that a small plant is most 
easily adaptable to a small town. 
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lf we had larger plants, getting up 
into the thousands of workers, we 
probably wouldn’t want them all 
in small communities, because we 
don’t want to become the over- 
weighing force in a town and we 
don’t want to run a town in which 
we are located. We don’t want to 
dominate politically, or from a la- 
bor supply point of view, or from 
any other point of view. 


0). What do you feel are the 


advantages of a small 
p> as against a big plant? 


A. To start with, we think we get 
better productivity—a better all- 
around setup. In a small plant, the 
people are much more compatible, 
and the supervisory and manage- 
ment personnel are closer to their 


people. In a huge plant, you're not 
dealing in personality, you're deal- 
ing with masses of people—really 
chunks of people. 

Fortunately, in our business, we 
are in a position to keep our plants 
small. If one operation begins to 
get bigger than our “maximum op- 
timum” we can generally split off a 
segment and start up another plant 
elsewhere, gradually building this 
one up to the 500-employee level. 

I think you can see from this 
that the size of the plant comes 
first, not the size of the town. 


Q. Wouldn't your production costs 
be reduced if you consolidated 
some of your operations? 


A. Probably not. The fact that we 
have so many products and prod- 
uct variations makes small plants 
economical. If we tried to consoli- 


date our plants into a few huge 
operations, we might lose our com- 
petitive position. We might be 
spending most of our time shifting 
over from one short production run 
to the next. Our costs would spiral. 
Under our present arrangement 
were in a good position to keep 
each of our plants operating stead- 
ily on one or a few specific prod- 
ucts or lines. 


(ope influence does 


“~w your small plant setup 
have on your marketing and 
distribution patterns? 


A. A very definite influence. Our 
distribution problems are many, 
varied and big. In fact, these prob- 
lems are another major reason why 
we favor small, widely scattered 


"A top executive can no longer work alone because the management job 


has changed over the last 30 years. 
biggest duty is to lead his management team." 
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Now the top executive's 


Col. Willard F. Rockwell Sr., Board Chairman : 
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"Training is a bigger 
problem in small towns 
than it is in established 
labor centers. But we 
take on this extra 
training job because 
we're building our 


plants, not for three 
years, but for 50." 
Lloyd A. Dixon 


Executive Vice President 


plants. They permit us to manufac- 
ture near major markets. 

Ours is a very sales-minded or- 
ganization. We've got to be—be- 
cause our sales and distribution 
costs far overshadow our produc- 
tion costs. We've got to maintain 
a valve and meter inventory of 15 
or 20 million dollars in order to 
have the right product on hand 
in the right place at the right time. 
Without that inventory we'd lose a 
lot of business. Further, we've got 
over a hundred products to sell to 
about 30 markets. Now obviously, 
every salesman can’t sell all those 
products. But neither can we af- 
ford the luxury of a separate sales 
force for each line. This brings up 
a whole series of problems. We've 
worked out what we think is a 
complete program for increasing 
the effectiveness of our sales func- 
tion, and controlling selling costs. 
Sales training plays a big part in 
it. Size of plants and plant site 
are only a part of the program.® 


— Does your small plant 


ey *concept complicate the 
management job? 


A. On the contrary, it simplifies 
the management job, it cuts the 





*How Rockwell solves the selling problems 
connected with its diversification a is a 
story in itself—but a story somewhat unrelated 
to main theme presented here. The Rockwell 
sales story will be featured separately in next 
month’s issue. 
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cost of management, and provides 
a built-in means of management 
development. I don’t think you'll 
find many people who'll disagree 
that it’s easier to manage a plant 
of 400 or 500 employees than one 
with 4,000 or 5,000. 


Q. How does this reduce your man- 
agement cost? 


A. Costs are reduced because the 
kind of men who can manage a 
small operation are far more plen- 
tiful than the kind of men need- 
ed in larger plants. I'll give you 
an example of what I mean. We 
recently made a survey to see 
whether the salaries of the person- 
nel directors in our various plants 
are in line with salaries paid by 
other companies. We contacted six 
or eight of our industrial neighbors 
here in Pittsburgh—companies like 
ours with a variety of 400- to 600- 
man plants around the country. 
We found that the salary range for 
our personnel directors is right in 
line with what these other organi- 
zations are paying. But our survey 
also showed that companies with 
plants of 2,000 or 3,000 men pay 
50% or even 100% more for their 
personnel directors than we do. 
Now, I don’t mean to imply that 
it’s the money we are concerned 
with. It’s a question of availability 
of talent. In the less than $800-a- 
month bracket, you can probably 
find a dozen personnel men to {fill 


your need and if the first one 
doesn’t pan out, you can generally 
locate another one without too 
much trouble. But when you get 
up into the $15,000- or $18,000-a- 
year bracket, people are more 
scarce—that is, the kind of people 
capable of making that kind of 
money. So I think it’s just a ques- 
tion of old-fashioned economics; 
your management manpower 
needs are easier to fill in a small 
plant than in a large one. That 
applies for everyone from the 
plant manager through the front 
line supervisor. 


C How does your small 


nw *plant concept provide 
you with a built-in means of 
management development? 


A. You can bring your people along 
a lot faster. Take a fellow who is 
foreman in charge of a good sized 
department in a 500- or 600-man 
plant. Now, suppose you have a 
smaller plant with, say, 100 or 200 
men. Generally speaking, the fore- 
man, if he has been a good fore- 
man, can take over as superintend- 
ent in the smaller plant, and with- 
in a short period of time, learn to 
do a good job there. If, over a pe- 
riod of years, you build that plant 
up to 400 or 500 people, your man 
is learning to become a good gen- 
eral manager or factory manager. 
It’s an entirely different proposi- 
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tion trying to build a man’s capa- 
bilities up to the point where he 
can run a 3,000-man plant. Such 
a job probably requires many years 
of experience. It’s a different type 
of problem, too, because of the 
point I mentioned earlier: in a 
small operation, the manager or su- 
pervisor is much closer to his peo- 
ple, whereas in a big plant he is 
dealing with an impersonal mass 
of people. 

The fact that our management 
people are closer to the work- 
er in the shop and are able to keep 
them happier, keep them spryer, 
and get a day’s work out of them 
makes a big difference. 

It boils down to this: with a 
smaller operation, you have an eas- 
ier job of recruiting the kind of 
management people you need out- 
side of the company, and, internal- 
ly, you can build your people up 
to the kind of bigger jobs that they 
might not be able to fill in larger 
outfits. 


Q. Well, doesn’t the decentralized 
nature of your company provide 
a special need for a high caliber 
top management and staff organiz- 
ation at your headquarters? 


A. Yes, it does. 


Q. Doesn't this offset the fact that 
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you can use less experienced men 
at your plant? 


A. I don’t think so. We've got good 
talent in our top industrial rela- 
tions people, our tdp industrial en- 
gineering people, our top financial 
people and so on. We certainly 
have the best men we have been 
able to find. Right now we're go- 
ing into our twenty-first plant. It 
won't be much more of a job for 
our headquarters management to 
supervise the operations of 21 
plants than it has been to super- 
vise 20. I guess you could say that 
because of our small, decentralized 
setup, we have a particular need 
for a strong headquarters manage- 
ment group. But I think we'd want 
the strongest people we could find 
at headquarters regardless of how 
we were organized. 


eMr. Rockwell, what are 

the chief factors you con- 

sider in selecting a new plant 

site, or in evaluating the loca- 

tion of a company you would 
like to acquire? 


A. We rely heavily on recommen- 
dations of independent plant loca- 
tion counselors as to specific lo- 
cations. 





Of course, we consider the lo- 
cation in relation to the market 
to be served and in relation to 
sources of supply, particularly la- 
bor. More important than such 
things as these, though, to our way 
of thinking, is the general attitude 
of the community toward an in- 
dustrial plant—whether or not they 
want us there. This single factor 
influences all of the others. It cer- 
tainly influences labor supply. 
There is a big difference between 
operating a plant in a friendly at- 
mosphere and operating in an at- 
mosphere of antagonism or mis- 
understanding. And it makes a big 
difference when the people of the 
town really want you there. 

Despite all the work that states, 
cities and towns and utilities are 
doing to bring new industry into 
their locations, there are still lots 
of places where industry is not at 
all welcome. I have a friend, for 
example, who would like very 
much to put up a plant in a cer- 
tain spot in California. It’s an agri- 
cultural location, dominated by big 
fancy vegetable farms. The men 
who own these farms have made it 
quite clear that they don’t want 
industry to come in there and com- 
pete for labor. The farmers know 
that their best workers would like 
to have good year-round plant em- 
ployment instead of the seasonal 


(continued on page 89) 


"When we enter a new 
plant location, we don't 
want to be in a.position 
of competing with other 
firms for scarce labor. 
On the other hand, we 
prefer not to be the only 
industry in the town." 


Lloyd A. Dixon, Jr. 
Vice President 
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HOW TO DETERMINE YOUR 


Span of control 


An executive can make the best use of his time only when he 


maintains the right span of control. The same applies to an 


over-all management organization. Certain preliminary steps 


must be taken before span of control can be determined. 


“Got a minute, Bill?” 

At the sound of these familiar 
words, Bill Smith, vice president, 
looks up with an inward moan. 
Again today, he thinks. 

It seems that Vice President 
Smith never has time to get to the 
things he should be doing. All day 
long he is interrupted by his sub- 
ordinates. Each time he gets his 
own thoughts organized on some- 
thing he is doing, one of his men 
pops in to check on some instruc- 
tions, to turn in a report, or to get 
his advice on how to handle a prob- 
lem. At the end of the day, he has 
accomplished little or nothing, goes 
home with a bulging briefcase. 

This situation is a symptom of an 
inefficient span of executive control. 
Possibly Vice President Smith does 
not believe in delegation. More 
likely, he simply has too many peo- 
ple reporting to him. The result is 
a constant drain on a company’s 
most valuable asset: a high echelon 
executive's time. 


by James H. Healey 


Director Management and Business Services 
The Cooperative League of the USA 
Columbus, Ohio 


Symptoms of weak span 

How can you determine when 
you are suffering from too broad a 
span of control? There are many 
symptoms (see box, next page). 
Perhaps the most subtle symptom 
of a faulty span lies in the area of 
executive morale. Consider what 
can happen to executive morale as 
a result of the wrong span of con- 
trol. 

Suppose we have a chief execu- 
tive with a large number of execu- 
tives reporting to him. These exec- 
utives are responsible for functions 
that are of varying degrees of sig- 
nificance in the total operation of 
the enterprise. Naturally the chief 
executive must conserve his time. 
More than likely, he spends the 
greater portion of his time with 
executives responsible for the key 
functions. This means that the 
other executives—and the functions 
they handle—receive little if any 
top management attention. 

Over a period of time, because 


the chief executive has set up a 
span of control that is too broad, 
an informal organizational pattern 
evolves. The executives who can’t 
get to their boss begin to communi- 
cate to him through their col- 
leagues who can. Thus a new, hid- 
den level in the organization is 
created—a level of which the chief 
executive is unaware. 

Morale of the executives repre- 
senting the secondary functions is 
low. They recognize that they hold 
“paper” vice presidencies. While 
they appear on the organization 
chart as members of a certain eche- 
lon of organization, they know that 
in fact they are not on that level. 

The situation may degenerate to 
the point where subordinates actu- 
ally invent reasons for gaining ac- 
cess to the chief executive—creating 
extraordinary problems that require 
his attention. It may even lead to 
their stalking him to the elevator 
at night. 

If an executive's span of control 
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—even though within traditionally 
accepted limits—does not permit 
him to accord personal attention to 
each of his subordinates on a con- 
tinuing basis, the span is too big. 


Why spans differ 


Your span of control depends up- 
on you as an individual. Some ex- 
ecutives successfully handle 15 or 
even 20 subordinates, making each 
feel important as an individual. 
Other leaders find it better to limit 
the number of subordinates more 
sharply, because of thé type of 
work involved or because of their 
over-all executive methods. Many 
executives have a span that in- 
cludes only three or four subordi- 
nates. Some chief executives use a 
lone subordinate, an executive 
vice-president. 

A number of factors must be 
carefully considered in determining 
spans of control within your organ- 
ization. Following is a discussion 
of specific steps that will guide 
your company to tentative deci- 
sions regarding appropriate spans 
of control for people throughout 
your management organization. 
These are followed by some gen- 
eral factors that must be evaluated 
before you finalize your decisions. 
1. Make certain you have a pri- 
mary company objective. 

A prerequisite to determining 
span of control is to have a basic 
objective set for your company and 
clearly understood at all levels. If 
the objective is not set, or if it is 
not generally known, some people 
will include within their spans jobs 
that have no relationship to the 
company’s true goal. 

Recently the president of a large 
multi-plant company indicated that 
the basic objective of his firm was 
to maximize profits. He was asked 
if he had indicated this goal to his 
vice presidents. “Of course not!” 
he replied. “You don’t expect them 
to work for that, do you?” Presum- 
ably he indicated another goal to 
his vice presidents; perhaps they in 
turn indicated still another to their 
subordinates—and so on down the 
chain of command. The result is 
confusion as to which activities 
should be emphasized and which 
diminished. 

2. Determine which company ac- 
tivities contribute to the basic ob- 
jective. 

Once a single objective is set and 
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SYMPTOMS OF POOR SPAN OF CONTROL 


Many symptoms point to a poor span of control, among them these: 


e@ When you don’t have enough time in the day to accomplish the im- 


portant responsibilities of your position. 


e When deadlines are regularly missed, or important actions are not 


taken on time. Examples: The theme of an advertising campaign for 
the spring season is late. The choice of a new design pattern is made 
too late to meet production lead time so that the new product can 
come out in time to meet competition. Selection of a new sales man- 


ager for a critical territory is delayed too long. 


e@ When the superior is no longer able to sharply differentiate between 


areas of responsibility of his subordinates. If he must pause to ask, 
“Now which of my men should get this problem of work layout?” he 
has the wrong span. It may be too big, and the responsibilities too 
sub-divided; or it may be too small, and the responsibilities of sub- 
ordinates not clearly differentiated. Job descriptions will help. 


@ When one or two subordinates are overworked. In the presence of 


unexplained fatigue, for example, you should question the division 
of work. If necessary, consider creating a new position to relieve the 


load on a critical position. 


@ When one or two of your subordinates seem to have little to do. In 


this case you may be able to combine jobs, reduce your number of 


subordinates, and thus reduce your own span of control. 


ri When there is communication failure in the chain of command. If the 


instructions you give are changed during transmission to lower levels 
of the organization, examine your span of control as a contributing 
factor. Too narrow a span means too many separate levels of com- 
munication; this increases the possibility of errors in transmission. Too 
broad a span may produce the same type of faulty transmission, but 


horizontally rather than vertically. 














or perhaps 
we should say 
“file-keeper’’... 


For good business housekeeping is largely 
a matter of good File-keeping. 

Scatteration filing has no place here. The 
best practice is to use Accopress Binders 
and Accobind Folders to keep all your 
papers in order—safely filed, neatly filed, 
ready to find. Acco filed papers are bound 
papers—the only system that insures safety, 
saves time, space, and money. 

Ask your stationer to show you the ad- 
vantages of Acco-Binding—the easier, sure 
way to good business housekeeping. 


ACCO PRODUCTS 
A Division of Natser Corp’n 


Ogdensburg, N. Y. 
In Canada: Acco Canadian Co., Ltd., Toronto 
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BOARDMASTER VISUAL CONTROL 


sx Gives Graphic Picture—Saves Time, Saves 
Money, Prevents Errors 

yx Simple to operate—Type or Write on Cards, 
Snap in Grooves 

yx Ideal for Production, 
Scheduling, Sales, Etc. 

sy Made of Metal, Compact and Attroctive. 
Over 100,000 in Use 


Full price $4g°° with cards 


FREE a SOOMET NO. M-300 
ithout Obligation 
Write for Your Copy Today 
GRAPHIC SYSTEMS 
55 West 42nd Street © New York 36, N. Y. 
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Traffic, Inventory, 


















| clearly understood, it can serve as 





the basis for determining span of 
control in the organization. 

To expand this point, let’s use 
an example of a very simple busi- 
ness, a gasoline service station. The 
operating objective of the owner- 
manager is to make the greatest 
possible return on sales through a 
broad range of automobile services 
to his customers. What activities 
are necessary to achieve this objec- 
tive? Certainly they include pump- 
ing gas and providing oil, lubricat- 
ing and washing service. But should 
they include selling tires and auto 


_ accessories? Since the objective is 





This article covers the chief con- 
siderations in your span of control 
and discusses how span of control 
affects organization planning. A 
book, written by the author of 
this article, is available for those 
interested in delving deeper into 
the subject: Executive Coordination 
and Control, by James H. Healey. 
Bureau of Business Research, The 
Ohio State University, Columbus. 
355 pp. 1956. $5. 








to provide a broad range of auto 
services, the tires and accessories 
selling activities should be estab- 
lished. These become part of the 
service station manager's span. 

3. Array activities in order of im- 
portance. 

When all the activities needed to 
support the. basic objective have 
been established, the next step is 
to rank the activities in order of 
importance. 

Returning to the example of the 
service station, suppose the mana- 
ger finds that sale of accessories 
represents the major profit poten- 
tial. Then obviously this activity 
deserves special consideration in 
determining his span. At this point 
he may consider handling the sale 
of accessories himself, rather than 
delegating the function. 

Top executives are often faced 
with the same decision. The presi- 
dent of a fairly large shoe company, 
for example, has decided to serve 
as his own sales manager. He feels 
the sales function is so important 
that he should personally super- 
vise it. (This adds a new dimen- 
sion to his span of control since he 
is actually operating on two distinct 
levels.) A close examination might 
indicate that the president should 
appoint someone as sales manager. 


4, Determine volume of activities. 

After deciding which activities 
really contribute to your company’s 
underlying objective and arraying 
them in order of importance, the 
next step is to determine the vol- 
ume of each activity. 

Again let’s return to the simple 
case of the service station. Acces- 
sory sales has been determined as 
the most important operating activ- 
ity—but how much volume is there 
likely to be in this activity? Enough 
to occupy a man full-time? Two? 
Three? If the volume will require 
only part of the time of one man, 
then the manager can continue to 
consider the possibility of handling 
accessory sales himself. Otherwise 
he must obviously delegate the job 
and begin to build up his span. 

In your business, it may not al- 
ways be easy to forecast volume for 
specific activities, particularly top 
level management activities. The 
reason is that thinking time enters 
into the picture. Can a company’s 
thinking be specialized into a sep- 
arate position? Can the job of 
thinking be divided up into line 
and staff segments? How much 
thinking time will be required in 
various segments? 

These questions, difficult as they 
are, must be dealt with if the ap- 
propriate span of control for vari- 
ous positions is to be determined. 
5. Plan the division and combining 
of activities. 

With the volume of each activity 
forecast, it is possible to determine 
what combinations of low volume 
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James H. Healey, Director of Manage- 
ment and Business Services, The Co- 
operative League of the USA, has 
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activities are possible, and what 
divisions of high volume activities 
are necessary. A general rule is that | 
greatest efficiency results from the | 
combination of similar activities. | 
Dissimilar jobs can often be ad- 
vantageously combined; however, 
when dissimilar activities are com- 
bined a lower volume of output 
can be anticipated. 

When it is necessary to divide | 
high volume work into two or more | 
positions, care should be taken in| 
selecting the proper basis of divi- 
sion. For example, in some firms 
it is best to break down the selling 
job geographically; in others it is 
best divided by product. 


General factors 


When you have combined and 
divided activities, the result will be 
tentative positions because - still 
other factors must be considered 
before firming up spans of control. 
Some of these factors are: 

Time: There are two types of 
companies where time is found to 
be a particularly important factor 
in determining span of control. The 


first is the company where top exec- | 


utives are called upon for a high 
degree of creative effort. The sec- 


ond is the firm characterized by , 


centralized management. In each 
case, the executives—and _ particu- 
larly the chief executive—are usu- 
ally called upon by subordinates 
for extended conferences. 
must devote personal attention over 
long periods of time to many as- 
pects of the operation. Consequent- 
ly they must reduce their spans of 
control as much as possible to ac- 
commodate these demands. 
Personal interest: Since a man’s 
interest in his work helps to deter- 
mine his effectiveness, personal in- 
terests should be considered in de- 
termining spans. For example, if a 
top executive has a background in 
sales, he can probably work well 
with the advertising manager and 
credit manager as direct subordi- 
nates. On the other hand, he would 
probably find it more difficult to 
work with the head of the engineer- 
ing department as a direct subor- 
dinate, and could have engineer- 
ing report through production. 
Costs: Each new subordinate at 


the higher executive levels adds a} 


significant salary burden, as well as 
a multitude of indirect costs. How- 
ever, if you decide to keeps costs 
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How XEROGRAPHY 


cuts duplicating costs *12,000 
a year for ZJPPO manuracrurine company 





SPEEDS PAPERWORK... 


e Plate cost reduced from $3.00-6.00 to 
25-35 cents 


e Reproduction costs reduced more 
than 75% 


e Outside deliveries of copy eliminated 


The Zippo Manufacturing Company, 
Bradford, Pa., largest producer of man- 
ually operated lighters in the world, takes 
understandable pride in its assurance of 
quality to the customer. Zippo lighters 
are unconditionally guaranteed for life. 
There is never a charge for repair, regard- 
less of age or condition. 

Zippo distributes nationally and inter- 
nationally through specialty jobbers, 
wholesalers, and tobacco, drug, and jewel- 
ry jobbers. Obviously, in an operation so 
widespread, there is much paperwork. 

Before the installation in 1952 of 
XeroX® copying equipment, communica- 
tions between the home office and field 
were often delayed due to time required 
in obtaining offset plates. The time lag in 
price-change notices reaching 
salesmen and jobbers averaged 
two and a half days. Plates costs 






WRITE for proof-of-performance folders 
showing how xerography is saving time 
and thousands of dollars for companies 
of all kinds, large and small. 


THE HALOID COMPANY 
57-51X Haloid St., Rochester 3, New York. 


Branch offices in principal U. S. cities and Toronto 
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Zippo Manufacturing Co. Plant, Bradford, Pa. 


e 60-hour delay in price-change notices 
eliminated 


e Complete quality control of plates 
and copies assured 


e Communications speeded in all 
operations 


were expensive, running from $3.00 to 
$6.00 apiece. Since hundreds of plates 
were used per year, this item reached 
sizeable proportions. 

Now, with xerography—the fast, dry, 
electrostatic copying process—$12,000 is 
being saved annually. In addition, Zippo’s 
communications have been dramatically 
improved. Time delays in price changes 
have been eliminated, and notifications go 
out the same day. Offset paper masters 
prepared by xerography cost only 25 to 
35 cents. Xerographic operation is clean, 
and is easily handled by an office girl. 

Zippo reproduces reports, engineering 
drawings, forms, news stories, and maga- 
zine articles as well as other pieces requir- 
ing duplication. As many as 14,000 copies 
are made from a single master. Zippo says 
its new system is the most versatile copying 
method available. 


The fastest, cheapest, most versatile way to make masters for duplicating 


Anything written, printed, typed or drawn can be quickly copied by 
xerography onto masters for duplicating. Copies in the same, enlarged, 
or reduced size can be made from one or both sides of the original 
material, by this dry, photo-exact, electrostatic copying process. New 
developments make xerography the one, all-purpose, fast and economical 
process for copying onto different types of masters for duplicating. 


HALOID 
XEROX 
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designed for every application 
from the smallest accounting machine 
to the newest electronic 
high-speed printers 


With Egry Tab Forms you can count on: 


Quality paper—durable 
Quality carbon—legible multiple copies 
Proper alignment—precision feeding 
Your choice of fastening—staples, ties, glue 
Efficient design—stock or custom 
Service—immediate stock form delivery 
Related equipment—decollaters, imprinters, bursters 


THE EGRY REGISTER COMPANY 
DAYTON 2, OHIO 


Leipsic, Ohio * Los Angeles 


Egry Continuous Forms, Ltd., Toronto, Montreal 
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down by limiting top level positions 
to a minimum number, the result 
may be more levels within the com- 
pany. In setting up spans of con- 
trol, therefore, these two considera- 
tions must be carefully balanced. 

Management philosophy: A ma- 
jor determinant in setting up span 
of control is the executive’s man- 
agement philosophy. If he believes 
in decentralization and delegation, 
he will be prone to accept a higher 
span than executives who are un- 
willing to delegate. 

Other aspects of the executive's 
management philosophy also affect 
his span. If he uses staff assistants, 
he can normally handle a larger 
number of subordinates. The same 
applies if he makes a practice of 
using written policies and written 
communications, which reduce the 
chances of his instructions being 
misunderstood, or misinterpreted as 
they pass to the subordinates with- 
in his span. 

Size of organization: Span of 
control tends to increase with the 
size of the organization. The higher 
span of larger units arises from the 
greater presence of subsidiary, 
semi-autonomous opetations, and 
the greater employment of special- 
ized staff personnel. 

Age of firm: In older companies, 
particularly where the management 
personnel have worked together for 
a lengthy period of time, greater 
spans of control are possible. 


Fixing span of control 





Based on careful analysis of all 
\of these factors, a span of control 
\for each position in the manage- 
ment organization will begin to 
emerge. But it should be empha- 
sized that the final fixing of span 
should be based on the personality 
of the executive as much as on any 
‘other consideration. Furthermore, 
it should be remembered that spans 
‘seldom remain fixed. Experience 
will show that some executives 
function better with a smaller span 
‘than they have been assigned, 
while other executives will learn to 
handle an increasingly larger span. 
As new people are brought into the 
organization and as the dynamics 
of company growth exert them- 
selves, the need for changes in span 
at various levels will continue. 
The alert management is pre- 
pared to make changes in span of 
control as needs arise.m/m 
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_An engineer’s most important tools are his crea- 
live skill and judgement! Creative force suggests 
different ways of solving a problem. Judgement 
tells him which is the best! 

But only experience can sharpen the edge of 
these talents... and polish his technique. in 
putting them into practice with the physical 
tools of his trade. 

In many ways, your Roytype Representative 
is like an expert engineer, for he is aman skilled 
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What are an engineer’s most important tools? 


in building more efficient operation of office 
equipment. 

Is it a question of inked ribbon? Of carbon 
paper? He knows exactly which is the right one 
for all types of typewriters, bookkeeping ma- 
chines and duplicating processes. 

Your Roytype Representative is a valuable 
consultant. He can show you how to get the 


most out of your office equipment .. . at the 


lowest possible cost. 


® 
GYAL Roytype®. .. quality supplies for all business machines 


Roytype Business Supplies, products of Royal McBee Corporation, world's largest manufacturers of typewriters. — 
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er, New York. 429 pp. $5. Copyrighted 
1956 by William H. Whyte, Jr. 


William H. Whyte, Jr. has written a book which will be 
—during 1957—an abominable spectre in the corporate 
halls of America. His subject is the American executive 
class. His thesis: these Organization Men, while they offer 
lip-service to the American Dream of success through in- 
itiative and ingenuity, actually pay allegiance to a self- 
perpetuating “collective” called The Organization. Within 
The Organization one is “middle-of-the-road.” Creative- 
ness is a staff function—the line officer is a coordinator, a 
manipulator of people. The individual is subordinated to 
The Team—and The Team looks out for the individual. 


Mr. Whyte’s theme has been developed in the past, by 
Riesman in The Lonely Crowd and by Mills in The Power 
Elite. But never before has it been presented so readably— 
or with such impact. 


Summation: easy-to-read, disquieting, important. 


Following is a small, but typical fragment. 
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Masdagement mediocrity: 


Industry's new standard? 


es | ct’s examine... the model [of 
the “well rounded” executive] as younger men see 
him. They are in remarkable agreement on the mat- 
ter . . . from company to company, region to region, 
you hear a litany increasingly standard. It goes some- 
thing like this: 

Be loyal to the company and the company will be 
loyal to you. After all, if you do a good job for the 
organization, it is only good sense for the organiza- 
tion to be good to you, because that will be best for 
everybody. There are a bunch of real people around 
here. Tell them what you think and they will respect 
you for it. They don't want a man to fret and stew 
about his work. It won't happen to me. A man who 
gets ulcers probably shouldn't be in business any- 
way... 

Somewhat inconsistently [management] trainees 
hope to rise high and hope just as much not to suffer 
the personal load of doing so. Frequently they talk 
of finding a sort of plateau—a position well enough 
up to be interesting but not so far up as to have one’s 
neck outstretched for others to chop at. . . 

For the executive of the future, trainees say, the 
problem of company loyalty shouldn’t be a problem 
at all. Almost every older executive you talk to has 
some private qualifications about his fealty to the 
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Young men entering management's ranks 
today worship a new idol: the 
“well-rounded” man. They view as 
old-fashioned — even immoral — such 
forthright executive qualities as drive, 
self-reliance, independent thinking, 
ambition. Today s newcomers are molded 
to conform to more moderate ideals — 
ideals which, they believe, result in 

“the good life.” 


company; in contrast, the average young man cher- 
ishes the idea that his relationship with The Organiza- 
tion is to be for keeps. Sometimes he doesn't even 
concede that the point need ever come to test. 

Their attitude toward another aspect of organiza- 
tion shows the same bias. What of the “group life,” 
the loss of individualism? Once upon a time it was 
conventional for young men to view the group life of 
the big corporation as one of its principal disad- 
vantages. Today, they see it as a positive boon. Work- 
ing with others, they believe, will reduce the frustra- 
tions of work; and they often endow the accompany- 
ing suppression of ego with. strong spiritual over- 
tones. . . 

On the matter of overwork they are particularly 
stern. They want to work hard, but not too hard; 
the good, equable life is paramount and they see no 
conflict between enjoying it and getting ahead. The 
usual top executive, they believe, works much too 
hard, and there are few subjects upon which they 
will discourse more emphatically than the folly of 


"Personnel men quite 
often infer 
that the individual 
should be carefully 
segregated out of 
harm’s way if he 
should be tolerated 
at @54..™ 





MARCH 1957 


which do you prefer 


cabinets meet your need 


Borroughs sliding-door cabinets are available in 3 heights 
—29", 42”, 78’’— in depths of 12” and 18”. Outside width 
3814". Sliding shelves are adjustable on 112” centers with- 
out bolting. Sliding doors are removable in a matter of 
seconds. The swing-door cabinets are 36” x 78’’— in depths 
of 18” and 24”. Available in 3 models—supply—combina- 
tion—and wardrobe. Safe-like swinging doors with central 
handle control. Smooth interiors. Shelves adjustable on 1” 
centers without tools. All cabinets of high quality furniture 
steel. Choice of 5 colors. See your local steel equipment 
dealer. If he does not have them in stock, he can get them 
for you at once. 
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‘IN NEW METAL STAMPING PLANT 


| UNBEARABLE NOISE 
SILENCED BY 


SOUNDEX PARTITIONS 


The thunder of presses was walled out of this office area by 
ceiling high application of Soundex Partitions. 

Office area was then divided by regular 8-foot Soundex 
Partitions thus avoiding the expense of changing heating, 
lighting or air conditioning services. Results: Quiet, modern, 
low cost offices. You can save and silence too... write 
for free catalog today. tine 
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VEEDER-ROOT 
VARY-TALLY 


gives you as many counters 
as you need for control 
of product-uniformity . 










Production figures by 
types of units . . . compara- 
tive test results . . . inven- 
tories, estimates, traffic and 
quality control checks... 
basic business data of all kinds is readily obtained with 
Vary-Tallies that are assembled to your 
exact needs. Spacious key on each counter 
makes “‘keyboard counting”’ easy, fast, ac- 
curate. For bulletin and prices, write: 


VEEDER-ROOT INC. 
HARTFORD 2, CONN. 
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elders who have a single-minded devotion to work. 
Is it, they ask, really necessary any more? Or, for that 
matter, moral? . . 

A young man’s idle dream? It is a playback only 
mildly exaggerated of a vision of the future that is 
becoming stronger and stronger among personnel ex- 
ecutives and the business-school people who intellec- 
tualize for business. And their influence should not be 
underrated. The personnel men are of the staff, rather 
than the line, but it is they who choose the trainees 
and administer the schools that affect trainees in their 
formative years with the corporations.® 

What personnel men have in mind as the manager 
of the future is more of a departure than is generally 
recognized. Personnel executives don’t care to insult 
the company’s brass and, except in the privacy of the 
conferences and workshops endemic to the field, they 
manage to muffle the criticism of the top executives 
their new model implies. For another thing, most 
definitions of executive traits are so encompassing 
that no matter how radical or conservative one’s views 
of the future executive, there will be comfort in al- 
most any of the usual all-purpose definitions. The 
executive, everyone agrees, must be forceful, patient, 
able to get along with other people, foresighted, im- 
aginative, decisive, and of sound views. 

But what, among these contradictions, is to be em- 
phasized? To draw personnel people and executives 
out on the matter I tried an experiment. Out of the 
usual inventory of executive qualities I drew out two 
antithetical definitions. . . . I then wrote to 150 per- 
sonnel directors and asked them to say which one 
they inclined toward. At the same time, I sent an 
identical letter to 150 corporation presidents. 

If they had to choose, I asked them, which of the 
following schools of thought would they favor: 


a. “Because the rough-and-tumble days of corporation 
growth are over, what the corporation needs most 
is the adaptable administrator schooled in managerial 
skills and concerned primarily with human relations 
and the techniques of making the corporation a 
smooth-working team.” 


b. “Because the challenge of change demands new 
ideas to keep the corporation from rigidifying, what 
the corporation needs most is the man with strong 
personal convictions who is not shy about making 
unorthodox decisions that will unsettle tested pro- 
cedures—and his colleagues.” 


The response was spirited. Many of the hundred 
who answered jumped on me for asking such a ques- 
tion, but most of them did choose one way or the 
other and, more importantly, they went into their rea- 
sons at length. 

The vote: presidents voted 50% in favor of the 


*The number of personnel people, compared to other employees, has 
been rising at a rapid rate. A study made by Dale Yoder and Mona L. 
Walz of the University’s Industrial Relations Center indicates that by 1955 
there were eight personnel people per 1,000 employees—a jump of 15% 
over the seven per 1,000 in 1954. 


+We had expected that the type of industry the executive was in 
and the size of the company would have a great deal to do with the 
way he answered. This did not turn out to be the case. No matter how 
we tried to correlate the answers, by type of company, age, etc., no 
pattern manifested itself; the choice, evidently, was primarily a reflection 
of the executive’s own personal outlook. 
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administrator, 50% in favor of the other type; per- 
sonnel men: 70% for the administrator. 

In the wording of their letters, the personnel men 
showed an inclination to the administrator even 
stronger than the vote indicated. Presidents who fa- 
vored the administrator generally noted that the in- 
dividualist had his place too; personnel men quite 
often not only failed to make such a qualification 
but went on to infer that the individualist should be 
carefully segregated out of harm’s way if he should 
he tolerated at all. They were, furthermore, strikingly 
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unanimous in their explanations: among the 70% vot- 
ing for the administrators the explanations offered so 
complemented one another as to produce a quite 
cohesive philosophy. Here, in paraphrase, is the gist 
of it: 

The rough-and-tumble days are over. Since the job 
is to keep things going, more than pioneering, the 
leader must be the professional manager, “the man 
who knows how to elicit participative consultation, 
how to motivate groups and individuals, how to en- 
hance job satisfactions . . . how to conduct problem- 
solving meetings.” He will be a generalist who will 
not think in terms of specific work, but in the science 
of making other people work. 

In the old sense of work, he does not work; he 
encourages others to work. He does not create; he 
moderates and adjusts those who do create. “Primar- 
ily he is the balance wheel on the tendency of the 
professional-type individual to wander into new, un- 
explored, and perhaps dangerous territory.” 

Unorthodoxy can be dangerous to The Organiza- 
tion. The pro-administrators sometimes conceded that 
the administrator could have unconventional ideas 
himself at times. But, they were in haste to add, he 
ought to be rather sober about it, and it was on the 
dangers rather than on the advantages of such unor- 
thodox thinking that they dwelled.* 

Unorthodoxy is dangerous to The Organization. 
Some personnel men didn’t simply omit mention of 
inner qualities such as “drive” and “imagination”; they 
went out of their way to warn against them. “Any 


®When we checked the words that recurred most often in letters, we 
found that among residents the most frequent were “imagination,” 
“vigor,” “judgment,” “dynamic,” and gressive.” Except for those 
personnel men who voted for the indiv duet (and in fairness it should 
be noted that some were as strong as presidents on this score), personne! 
men tended to use words like “harmonious,” “co-operative,” etc. 
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New LEASE Plan 
makes available these 


STROMBERG-CARLSON 


COMMUNICATION SYSTEMS 
without a penny investment 





INTERCOM SYSTEMS 


Direct telephone push-button sys- 
tems—custom-tailored loudspeaking 
intercommunication systems—for all 
applications. 
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PUBLIC ADDRESS SYSTEMS 


Paging . . . messages from manage- 
ment to all hands. . . morale-build- 
ing music broadcasts. For industry, 
schools, hotels, hospitals, arenas, 
auditoriums and airports. 








DIAL-X SYSTEM 


Completely private internal tele- 
phone system, independent of the 
regular switchboard. Includes a 
“memory” circuit, “executive-right- 
of-way,” conference conversations, 
even use of the handset as a paging 
microphone! 
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CUSTOM-BUILT JOBS 


The scope of the Stromberg-Carlson 
line, plus a nationwide corps of fac- 
tory-trained representatives, provide 
“tailored” solution to any communi- 
cation problem. 





All offered on LEASE 


Upon inquiry, we will make a free survey of your prem- 
ises and a free engineering proposal tailored to your 
needs. The installation and the servicing of the system 
will be done on a lease basis, without a penny down 
payment. In other words, there is no capital investment 
—just a regular expense of business. Write today! 


“There is nothing finer than a Stromberg-Carlson” 


SC STROMBERG-CARLSON COMPANY GD 
A DIVISION OF GENERAL OYNAMICS CORPORATION [@) 


SPEC. PRODUCTS DIV. + 1703 UNIVERSITY AVE. + ROCHESTER 3,N. Y. oe 


(Circle number 627 for more information) 


59 








& Full-scale drawings contribute more towards 
the elimination of costly design and manufact- 
uring errors than any other factor in the drafting 
room. 





EMME COUNTER-=-+BALANCED 
RT FULL-SCALE DRAFTING UNITS 
Emmert Full-Scale drafting Units equipped with Emmert Micro- 
Drafters provide the operator with the most accurate, efficient 
and easy to use drafting unit ever manufactured. Position 
changes to any area of the board surface can be accomplished 
in seconds—there are never any blind spots. Long, continuous, 
parallel lines, either horizontal or vertical, may be drawn the 
entire length and height of the board with an accuracy un- 
matched by any other drafting equipment. The Micro-Drafter’s 
Micro-Matic Quadrant provides rapid indexing from 0° to 360° 

and adjustment to 22 minutes with absolute accuracy. 


Perfectly counter-balanced and equipped with self-alignings, 
the units raise and lower with a smooth gliding action. Once 
positioned, the unit remains in place without locking. 


Emmert Full-Scale Units are made in 44 standard sizes, from 
42” x 72” to 11’ x 30’, as well as custom sizes to meet any 
particular demand. One installation alone employs 15 Emmert 
Full-Scale Units, 7 feet high by 141 feet long. 


@ Write today to Emmert Mfg. Co., Dept. M. Waynesboro, Pa., 
and learn how these units can fit your needs. 


MMERT. 


DAW SsS -THE 


Act USAT EC Ltn et 


EMMERT MANUFACTURING COMPANY 


WAYNESBORO PENNSYLVANIA 
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progressive employer,” said one personnel director, 
“would look askance at the individualist and would 
be reluctant to instill such thinking in the minds of 
trainees.” Another personnel man put it in more di- 
rect terms. “Men of strong personal convictions, will- 
ing to make unorthodox decisions, are more fre- 
quently given to the characteristics of ‘drive’ rather 
than ‘leadership.’” (Italics mine). This invidious pair- 
ing of qualities once thought congenial with each 
other was not restricted entirely to personnel men. 
“We used to look primarily for brilliance,” said one 
president. “Now that much-abused word ‘character’ 
has become very important. We don’t care if you're a 
Phi Beta Kappa or a Tau Beta Phi. We want a well- 
rounded person who can handle well-rounded peo- 
ple.” 

Ideas come from the group, not from the indi- 
vidual. The well-rounded man is one who does not 
think up ideas himself but mediates other people's 
ideas, and so democratically that he never lets his 
own judgment over-ride the decisions of the group. 
“The decisions should be made by the group,” says a 
personnel director, “and agreement reached after dis- 
cussion and consultation prior to action.” “The leaders 
must be attentive and receptive to the ideas of his 
followers,” says another personnel man, “and he must 
adjust his ideas accordingly.” 

If the corporation concentrates on getting people 
who will process other people’s ideas, where will it 
get the other people—that is, the people with ideas? 
Some of the pro-administrators did concede that a 
question was left begging. Where would the spark 
come from? How could a corporation ever change 
to new ways if the top man was so concerned with 
equilibrium? They submitted a solution: 

Creative leadership is a staff function. Organiza- 
tions need new ideas from time to time. But the 
leader is not the man for this; he hires staff people 
to think up the ideas. While the captive screwball 
thinks about the major problems of the corporation, 
the leader—a sort of nonpartisan mediator—will be 


"Tf the corporation 
concentrates on get— 
ting people who will 
process other peo- 
ple's ideas, where 
will it get the 
other people?" 





able to attend to the techniques of solving the prob- 
lem rather than the problem itself. “He will be able 
to accomplish change without upsetting relationships,” 
explains one, “because he has been trained to think 
about how the change should be accomplished quite 
as much as to think about what the change should 
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be.” His job is not to look ahead himself but to check 
the excesses of the kind of people who do look ahead. 
He does not unbalance himself by enthusiasm for a 
particular plan by getting involved with the basic 
engine. He is the governor. 

In part, this vision of the new management can be 


"The 'well—rounded' ‘ 
ideal is self- 
proving .. Many 


junior executives 
help out on the in- 
terviewing necessary 
to restock the 
cadres." 





explained away as rationalization. For the trainee it 
masks the conflicts ahead; for the personnel man it 
affords a function and status for what is still a highly 
ambiguous field of work. “From where we sit in the 
company, says one of the best personnel men in the 
country, “we have to look at only the aspects of work 
that cut across all sorts of jobs—administration and 
human relations. Now these are aspects of work, ab- 
stractions, but it’s easy for personnel people to get so 
hipped on their importance that they look on the 
specific tasks of making things and selling them as 
secondary. It’s heresy, but I swear I am not so sure 
human relations are really any better than they were 
20 years ago. We just talk about them more, and the 
muddy-headed way so many of us do gives young 
men a very bum steer.” 

But, even if the “well-rounded” ideal were no more 
than rationalization, the concept would still be pow- 
erful. It is self-proving. As an example of one very 
practical consequence we have only to note that in 
many large corporations the junior executives help 
out on the interviewing and selecting necessary to 
restock the cadres. As the trainees go back to the 
campus to search for their own image, they go back 
strengthened more than ever in their anti-intellectual- 
ism, and in a great Mendelian selection process well- 
rounded men who were chosen by well-rounded men, 
in turn chose more well-rounded men. 

It is possible that a genius, supposing he wanted 
to join the company in the first place, could so feign 
the role of the well-adjusted extrovert as to hoodwink 
a trainee into giving him a job. But he'd have to be 
skillful about it. A group of GE trainees were asked 
what they would do if a brilliant person like Stein- 
metz were to apply to them for a job. After some 
thought, a few trainees said they thought maybe he 
could work out; because of the fraternity-like life of 
the training program, they “could iron out his rough 
spots.” Others disagreed; the man would be too hope- 
lessly anti-social to remold. “I don't think we would 
put up with a fellow like that now,” one said. (Fortu- 
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Yes—labeling file folders is 
now fast and clean—no longer 
a chore. There’s no sticky, 
gooey sponge to wet and handle 

...no bad-tasting mucilage 
to lick. Avery labels are on at 
the touch of a finger.. 
easily, neatly and adele, 
They’re color coded—in a selection of 10 beautiful colors 
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Improve the appearance of your files by color-coding 
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Filing can be fun—if you do. They’lJ make your job 
easier—and a boss’s business more profitable. 
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...cuts errors! 


This automatic numbering 
machine prints big 7” high 
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time cards, job envelopes, 
drawings, etc. Saves eye- 
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Any Card Inserted Into _— Plastic ““SELF-INDEXER’’, 
AICO’S Transparent... (shown above), becomes... 


IT’S THE NEW, FASTER, MORE ECONOMICAL 
WAY TO INDEX YOUR CARD FILES! 


With AICO’s new, transparent, plastic, “Self-Indexer”, you 
can make, in seconds, an Index Guide out of any card in 
your file. Just slip the card into the double lip at the top 
and the slot at the bottom of the “Self-Indexer”, and, the 
combination becomes an Index Guide, at guide height, %@’’ 
above the other cards. Made of heavy gauge plastic, the 
“Self-Indexer” won’t chip, crack, split nor tear. In 4 sizes, 
including Tabulating card size. Special sizes made to order. 
FREE: Write Dept. 30 for Free Sample, literature, 
and name of your nearest supplier. 

44-16 23rd St., Long Island City 1, N.Y. 
426 S. Clinton St., Chicago 7, Illinois 
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nately for GE’s research division, as we will see later, 
it does not use trainees as recruiters. ) 

From company to company, trainees express the 
same impatience. All the great ideas, they explain, 
have already been discovered and not only in physics 
and chemistry but in practical fields like engineering. 
The basic creative work is done, so the man you need 
—for every kind of job—is a practical, team-player 
fellow who will do a good shirt-sleeves job. “I would 
sacrifice brilliance,” one trainee said, “for human un- 
derstanding every time.” 

And they do, too. m/m 
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Key to advertising 


ADVERTISING Hanpsoox, edited by Roger Barton. 
Prentice-Hall, Inc., New York. 1956 (third printing). 
1015 pp. $8. 

An excellent reference book for the man concerned 
with any or all phases of advertising is the new, up- 
dated edition of Advertising Handbook. Comprehen- 
sive coverage is given to every aspect of modern 
advertising activity by 33 executives thoroughly fa- 
miliar with the particular field they write about. 

A principal attraction of this volume is its topical 
sequence which conforms exactly to the manner in 
which a product or service is presented to the public. 
Other features include descriptive illustrations 
throughout and a detailed index of material contained 
within. The volume provides a ready aid for the 
executive in solving immediate problems of adver- 
tising. 


Wit and wisdom in English 


A DicrionaRyY OF AMERICAN-ENGLISH UsacE, edited 
by Margaret Nicholson, Oxford University Press, New 
York. 1957. 671 pages. $5. 

Since the publication in 1926 of H. W. Fowler’s 
fact-filled guide to proper and precise usage, and its 
subsequent elevation to a classic, many changes have 
affected language uses. An adaptation and moderni- 
zation of Fowler’s Modern English Usage, the new 
Dictionary of American-English Usage creates a ready 
and useful companion volume for the busy word user. 

The new reference work has been brought up-to- 
date by adding new words and articles wherever 
necessary, omitting obsolete material and the former 
discussions depending on a knowledge of Greek and 
Latin. It includes American variations of usage, spell- 
ing and pronunication. Without sacrificing Fowler’s 
scholarship and wit, many of his longer and more 
complicated entries have been simplified and re- 
arranged to enable the reader who is pressed for time 
to find answers more readily. 
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Here is the paper you and business form users everywhere have been waiting for! Paper 
that produces clean, clear copies without carbon paper or other carbonization. The 
research laboratories of The National Cash Register Company have developed a special 
paper — called NCR (No Carbon Required) Paper — which eliminates all the slow, 
messy handling of carbon sheets. It works equally well with a business machine, 
typewriter, or pencil. These are the wonderful advantages NCR Paper offers you: 


Cleaner, clearer copies ... Upto 5 legible copies with standard type- 
writer, ball-point pen, or pencil. Eight or more neat copies when 
used with business machine or electric typewriter. 


Faster, easier handling ..-No handling of flimsy carbon inserts, 
no removing or storing. 


Non-smearing ... Nosmearing or smudging of copies or fingers. Making 
copies is as easy as putting together 3 or 4 (or more) forms and 
inserting them in business machine or typewriter. Speeds writing 
of invoices, purchase orders, shipping records, etc. 


@ Ends carbon paper disposal... With NCR Paper, removal and 
disposal of used carbon sheets is eliminated. 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


989 OFFICES IN 94 COUNTRIES 
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Have your forms printed on NCR 
Paper by your present forms sup- 
plier. You'll be amazed how easily 
it solves the problem of producing 
multiple copies. You'll get better, 
cleaner copies in less time! 
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Home Study Course 


In Programming 


Business Computers 


A home study course, the first and only 
one of its type, is being offered by Busi- 
ness Electronics Inc. Designed for people 


without technical training or experience, 


it is based on a similar course members 


of the firm developed and are teaching 


at a large University. 


Students are taught to develop and pro- 
gram electronic systems for business 


problems such as Payroll, Accounts Re- 


ceivable, Inventory Control, etc. 
theoretical electronic computer 


BEC. 


BEC was designed for instructional pur- 
poses and includes the best elements of 
commercially available computers. 
knowledge the student gains from BEC 
can be applied to any computer. ‘‘Pro- 
gramming for Business Computers” pro- 
vides an opportunity for the student to 
study at home at his own convenience 


for only a few cents a day. 


Free brochures describing the course 
are available upon request from Busi- 
ness Electronics Inc., Educational Divi- 
sion, 420 Market Street, San Francisco 
11, Calif. 
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with automatic reconciliation 


PRE-PUNCHED, PRE-NUMBERED TAB CARD 
CHECKS “ride free’’ on CONTINUOUS forms... 
useful on tabulators, teletypes or typewriters. 
CHECK RECONCILEMENT is obtained at a tiny 
fraction of manual cost by using punched card 


sorter, collator and tabulator. 


ELECTRONIC CHECKS also available on Litho- 
sets . . . requires no change in your present 


method of preparing checks. 


We engineer many types of office 


forms. CONSULT US 


America 


500 BITTNER ST ST. LOUIS 15. MO 
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Effect of anti-trust decree 
on sale of computers 


A recent survey conducted 
by a New York University stu- 
dent indicates the federal an- 
ti-trust decree on the sale and 
rental of electronic computers 
will have only a “slight imme- 
diate” effect on industry. Prior 
to the decree, IBM Corp. had 
followed the practice of rent- 
ing only. 

Designed to ascertain cus- 
tomer preference, the survey 
was conducted among non- 
IBM users who have always 
had the buy-or-lease option. 
Of the 146 respondents, 17% 
owned electronic computers 
and 83% leased them. About 
80% of those who leased com- 
puters listed “the fear of obso- 
lescence” as the primary rea- 
son for not buying them. 

Some of the other reasons 
included: large amount of 
capital involved in purchase; 
uncertainty about meeting 
company needs; and no re- 
sponsibility for maintenance. 

If IBM customers react to 
the option as those who par- 
ticipated in the study have, 
fewer than 20% of the IBM 
computers manufactured this 
year will be purchased. 


Tape and card punch unit 


A new machine which can 
produce any style of typed 
document and simultaneously 
create tabulating cards is an- 
nounced by Commercial Con- 
trols Corp., Rochester, N. Y. 

Called the Flexowriter Tape 
and Card Punch, Model 
FTCP-8, the new unit is 
adaptable to most processing 
work. Punching data selected 
for either tape or tabulating 
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REPEATING 


cards is controlled automatic- 
ally by the tape. A switch con- 
trol permits the machine to be 
used for other programatic ap- 
plications without the card 
punch being connected or 





turned on. Operator decisions 
are eliminated and all repeti- 
tive information is handled 
automatically. 

Operating automatically at 
572 codes per minute, the 
Flexowriter Programatic Tape 
and Card Punch offers speed, 
accuracy, economy and de- 
pendability. Embodied in one 
unit are features which will 
eliminate double typing, man- 
ual key punching and verify- 
ing operations. 

For more information, circle 
number 733 on the Reader Serv- 
ice Card. 


“Erector set” cabinets 


“Erector set” cabinets have 
been developed to house auto- 
mation, electronic and instru- 
mentation equipment. 

The flexible system permits 
prospective purchasers to se- 
lect from 75 mass-produced 
“building block” metal cab- 
inet enclosures, composed of 
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Year after year more businesses are 
buying ACME FLEXOLINE to save 
reference time on hundreds of different 
kinds of records. 


Listings are typed on scored FLEXOLINE 
sheets, separated in strips and filed just 
where they belong. New strips are 
quickly inserted . . . obsolete strips 
removed ... the list is always up to date. 


FLEXOLINE record equipment provides 
for a few hundred, or hundreds of thou- 
sands of individual records. Let the 
Acme man show you how FLEXOLINE 
can serve you... or mail coupon for 
illustrated literature. 
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NAME PHONE ADDRESS CITY “STA 
(~ Fulcher, LS TR 1 1456 608 Cabel Washington 
Goebel, Arthur M | HA 4 6732 1674 Grand Seattle lash 

















CREDIT AUTHORIZATION 







































































ADDRESS NAME AUTHORIZED _ LIMIT 
1722 Naples St Davis, WL Mr & Miss C~3 
Fr 4465 Kenmore Ave Eggers, Joseph Mr A-2 
he ee 
PRICE RECORD 
CAT NO | ITEM eee a eae 
534-65 Tube, Glass 4" Ft .35 .20 ; < 








534-66 


ce 


Tube, Glass +" Ft 40 25 35 123 











BADGE NUMBERS 


























NO NAME DEPT LOKR FL BLDG 
1654 | Simner, Berney |. jo | ye dS TCU 
i655 | Barber, Wa M rio Tt we Tr tt oS 
8s P 
SENIORITY LISTINGS 
NAME DEPT } JOB CLASS PLANT DEPT 











Williamson, George N 


45 | Mach Opr 11-11-45 | 12-16-48 








Juergenson, Walter 














45 | Mach Hipr 11-23-46 | 12-23-48 
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BIN LOCATIONS 

















an 

atlas 
PART NO | NAME | BLDG | AISLE | SECTION | BIN | PRICE 
CX 138597 FUSE 2 Amp 1 F 12 1 1.15 
CX 142303 BULB Lamp 2 A 8 3 1.50 














SHIPPING 





CONNECTICUT 














Mi Branford 


Wilson to Richmond c/o McLean 

















Centerbrook Smith to Baltimore c/o Associated Transp 
District Offices and Representatives axe-eiki actis ianibaleniais aheseiaha sndnreumiaainitens ingas coupe eeiccea kia nea a 
in all Principal Cities | C-357 
ACME VISIBLE RECORDS, Inc., Crozet, Virginia 
| [_] We are interested in Acme Visible Equipment for records. 
. |_| Have representative call. Date ___ Time ¥ 
| |_| Send us more information and literature on FLEXOLINE. 
Company Attention ieee 
| Address a 
i. EY ee ee __Zone__ State Ue 
| 
i 
(Circle number 635 for more information 
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Which of these 
Filmsort Cards is used 
for Personnel Records?” 
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Tabulating card 
with two E Apertures 
for 16mm film 

















3 x 5 card, D Aperture 
for 35mm film 
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* SEE ANSWER BELOW 


FILMSORT is the original, most com- 
plete and most versatile group of 
systems for filing, sorting, reproduc- 
tion and enlargement copying of 
microfilmed records of all types. 


The Filmsort Aperture and Jacket 
cards shown here represent several 
different Filmsort systems for con- 
verting microfilm into an active record 
medium. Here are Aperture cards for 
engineering drawing control in large 
or small companies; a card for filing 
one to four documents on 16mm 
microfilm; a 16mm Jacket card for 
multiple document files. 


*The 3x5 16mm Model E Filmsort 
Jacket is ideal for most personnel 
records. Up to 30 documents filmed 





® 





ee Reems concentanehintenccren 


SAUTE NOR: 
GRAPHIC MICROFILM OF NEW ENGLAND, INT 








at a 22x reduction can easily be filed 
in a single card indexed alphabeti- 
cally or numerically for incorporation 
in an active card file. The material is 
greatly condensed, yet readily avail- | 
able for reference in a card reader 
without removal from the Jacket. 
Enlargement prints can be made di- 
rect from the film if required—and it 
is simple and practical to add to the 
file at any time subsequent to the ini- 
tial filming and microfilling process. 


One—or more—of the Filmsort 
systems for unitized microfilm will 
answer your records problems. For 
complete information on Filmsort 
Unitized Microfilm Equipment and 
Supplies, see your local Filmsort 
distributor. 


DIVISION OF 
DEXTER FOLDER COMPANY 


A Division of Miehle Printing Press and Mfg. Co. 
Pearl River, New York 


(Circle number 636 for more information) 











sub-parts pre-fabricated by as- 
sembly line methods. 
Working with as many as 
125 sub-parts out of stock, fin- 
ished cabinets in a wide va- 
riety of shapes, sizes and 
models can be constructed by 
screwing together different 
tops, backs, sides and fronts 


to the basic modular § steel 
framework skeletons. 
Industries already using 


the novel system include avia- 
tion, electronic, petro-chemi- 
cal, heavy manufacturers em- 
ploying automated equipment 
and the auto manufacturers. 


For more information circle 
number 732 on the Reader Serv- 
ice Card. 


New IBM Computer designed 
for scientific management 

A large scale electronic com- 
puter specifically designed to 
help business management 
solve its problems scientifically 
has been developed by IBM 
Corp. The new system, IBM 
709, is the first equipment of 
its capacity that can work with 
equal facility on both commer- 
cial and scientific or engineer- 
ing calculations. 

With the aid of analysts and 
mathematicians, the 709 will 
be able to pinpoint the best 
possible location for a new 
plant, and to work on other 
scientific management prob- 
lems such as sales forecasting 
and distribution. 

The new 709 data process- 
ing system utilizes instructions 
unlike any of those found in 
present-day stored program 
computers. Developed to pro- 
vide greater programming flex- 
ibility, it includes conversion 
instructions which permit the 
machine to perform rapidly 
calculations on data prepared 
in number systems other than 
the 709’s basic system of bi- 
nary arithmetic. 

The 709 systems will vary 
considerably as to the number 
of units used, but a_ typical 
system would lease for around 
$56,000 a month or sell for 
about $3 million. 
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The new Pro Stile 
by “Y and KE” 


Now it’s easy to lighten a task that 
saps away time and effort and dollars 
you can spend better on broadening 
your business. 

Install the all-new Pro-Gile , a 
file whose compartments open from 
the side, making the filing and finding 
of records easier and less time con- 
suming. 

Clerks file from either side. Com- 
partments can be left open for quick, 
efficient accessibility. 
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When shut, the Pro0-Gile gives 
your valuable business records the 
protection and cleanliness only a 
closed cabinet can give. 

Available for both private and 
general offices in Neutra-Tone Gray, 
Driftwood Tan, and Surf Green. Ask 
the @_ representative in your city 
for a demonstration. 
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Letter size available in 2, 3 and 4 compart- 
ments—legal size in 2 and 3 compartments— 
Minimum compartment projection keeps cen- 
ter of gravity inside cabinet—makes stacking 
safe and efficient for maximum utilization of 
floor space. 


YAWMAN AND EF RBE MFG.(. 


1017 Jay Street, Rochester 3, N. Y. 


(Circle number 637 for more information) 
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A winning entry in MM’s Third Annual 
Best Place to Work Competition shows — 


How to plan simplicity in your 


WINNER: Best clerical work center .. . DESIGNER: 
Lutheran Brotherhood Minneapolis, Minn. Paul J. Ocken and Associates 





eee TT 


FIGURE 1: Policy Filing Section has specially designed desks, counter-height cabinets. 


mu fy) selecting a 
“best” clerical work center, the 
judges of MM’s Third Annual Best 
Place to Work Awards were strong- 
ly influenced by the over-all de- 
sign and layout of the Lutheran 
Brotherhood’s entire home office 
building. The two specific work 
centers featured on these pages, 
however, are typical of the careful 
attention to detail that character- 
izes the whole. 

The Policy Filing Section (Fig- 
ure 1) is roughly comparable to the 
“central files” of the average large 
firm. Since the entire building is 
air-conditioned, with fixed win- 


FIGURE 2: Air-conditioning and fixed win- 
dows eliminate dust, permit open-shelf filing. 
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FIGURE 3: Cooped up impression is avoided in Money Room. 


dows, there is virtually no dust— 
hence the open-shelf filing tech- 
nique is feasible (Figure 2). Adja- 
cent to the open files is a row of 
specially-designed desks that are 
used by sorting clerks. Next to the 
sorting stations are banks of filing 
cabinets for records other than poli- 
cies, 

The ““Money Room” 

One special clerical area, the 
Money Room, not at all unique to 
insurance companies, is the place 
where incoming premium remit- 
tances are opened and sorted (Fig- 
ure 3). It was necessary to segre- 
gate the employees in this area into 
a small space without creating a 
“cooped up” impression. Moreover, 
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close proximity of workers was es- 
sential since items are passed back 
and forth between them during the 
sorting operation. Specifically de- 
signed furniture was needed since 
it was felt that a continuous, crack- 
free working surface was the only 
way to avoid possible loss of small 
slips of paper (prior to this sol- 
ution, desks butted end-to-end had 
proved undesirable since checks 
and money often slipped between 
them). The machine in the rear 
center of the area is a microfilm 
unit. 

The Money Room is separated 
from adjacent areas by transparent 
partitions that “open-up” what 
might otherwise have been a box- 
like room. m/m 
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Elbe binders keep company 
with America’s outstanding 
management systems and 
procedures. Call us when 
planning your next manual. 
We've been loose-leaf spe- 
cialists for half-a-century. 


Elbe File « Binder co, inc. 


FALL RIVER, MASSACHUSETTS 
New York Showroom: 411 Fourth Ave. 


ONE OF AMERICA'S LARGEST MFRS, OF LOOSE LEAF PROOUCTS 


FREE! WRITE DEPT. M-4 
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This Baltimore 


Salesman writes order, invoice, deliv- 
ery receipt, accounts receivable and 
auditing copies all at one time! This 
Handyset Form (above) is automation- 
in-disguise for many thriving business- 
es. Designed with the help of a Balti- 
more Business Forms expert, it’s 
helping many companies reduce clerical 
errors and operational costs. It even 
cuts the cost of the printed forms them- 
selves. It’s delivered with carbons 
inserted and ready for writing. At 
point of sale, salesman not only makes 
original record but the delivery receipt 
and invoice as well. No transcribing 
errors, no wasted time making invoices 
. . . your overall operation is stepped 
up and simplified. 


The Baltimore Business Forms Company 





— Fs os 


—— 


Aloe 


Business Form 
may be all the Automation you need/ 


Many other time and 
money savers available 


New hand-written forms are being 
designed every day by Baltimore Busi- 
ness Forms “‘system planners.’’ Take 
advantage of their years of experience. 
Have your local BBF representative 
check your operation for new cost-cut- 
ting, through better business forms 
planning! 


Call or write for FREE samples 


Free samples and recommendations are 
yours on request, no obligation. Look 
in the Yellow Pages for the name of 
your BBF representative or write 
direct to: THE BALTIMORE BUSINESS 
Forms Co., Dept. A, 3142 Frederick 
Ave., Baltimore 29, Md. 








(THE BALTIMORE SALESBOOK COMPANY) 


Saving time and reducing costs in business and industry 


(Circle number 639 for more information) 
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thought starters 


Thought Starters deal with “practical 
solutions to administrative problems.” 
The Editor invites contributions— 
which are paid for at our normal 
space rates. 


ADVERTISING 


Making institutional 
advertising pay off 


Although the value of so-called 
institutional advertising is doubted 
by many companies, Shell Oil Co. 
has demonstrated its public rela- 
tions value. A series of safety ads 
proved that public service can 
bring tangible rewards. Their se- 
ries of ads won public recognition 
and acclaim from civic groups, 
schools, and other organizations 
throughout the country. 

Two examples show the kind of 
acceptance the ads received: A 
Detroit judge ordered traffic of- 
fenders to read the series of ads, 
and the New York school system 
outlined a plan to use the ads in 
training 40,000 student drivers. 

The ads were designed to pro- 
mote highway safety. They con- 
sisted of a series of quizzes in 
which readers could test them- 
selves. Subjects covered attitudes 
toward various traffic situations, 
knowledge of the road, reaction 
time, visual limitations, and other 
pertinent factors (Figures 1 and 2). 


Can you tell a road sign by its shape? 


es 









Figure 1 
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How fast can you touch each square 
in numerical order? 


WITHIN @ SECONDS? y 
WITHIN 7 SECONDS ? Yay poi 
WITHIN 5 SECONDS 7 — kxostone 
MORE THAN 9 SECONDS ? YOUR REACTIONS ARE 
TOO SLOW. DON’T DRIVE OVER 45 M.PHS 


es SORTA arwalenst acorns. 


ee es 





SHELL OIL COMPANY .......... Ge 
Figure 2 


The series consisted of 14 ads. 
They were run at peak driving pe- 
riods during holiday seasons. 

The project showed extraordi- 
nary results in readership surveys. 
In a two-city test, Figure 1 re- 
ceived the phenomenally high rat- 
ing of 86% noting, 44% reading, 
and 44% doing the test. Figure 2 
scored 77%, 44%, and 39%. 

The Bureau of Advertising of the 
American Newspaper Publishers 
Association was so impressed with 
the success of the campaign, that it 
prepared a booklet detailing the 
Shell program—“How to make the 
best impression on the most peo- 
ple...” They have singled out 
this campaign as an excellent ex- 
ample of a fresh and unique ap- 
proach to advertising. 


NEW LITERATURE 


Plant location services 
in Pennsylvania 


A booklet recently published by 
the Pennsylvania Department of 
Commerce outlines the various free 
services available to businessmen 
interested in locating in that state. 

For a free copy circle number 734 
on the Reader Service Card. 


Value of carpets and rugs 
for sound conditioning 


Carpets and rugs absorb air- 
borne and impact noises equally as 
well as most standard sound condi- 
tioning materials, says the Carpet 
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Institute in its booklet, “Sound 
Conditioning with Carpet.” 

The 12-page booklet reports find- 
ings of a series of tests in which 
the sound conditioning value of 
carpets was compared with other 
acoustical materials. In most cases, 
the tests showed carpets to be 
about equal to other sound condi- 
tioning materials. In addition, the 
booklet explains, carpets provide 
beauty, luxury, warmth, safety, 
comfort and ease of care. 

For a free copy, circle number 735 
on the Reader Service Card. 


ACCOUNTING 


Tax Finding Boards 
reduce computations 


The time-consuming problem of 
tax calculations—a headache to ev- 
ery firm these days—can be made 
easier with two new Tax Finding 


Boards. 


The Standard Wage-Master Tax 
Finding Board shows at a glance 


two deductions 


separately—the 


1957 Withholding Tax deductions 
for all exemption classifications, 


Executives, note! 
THIS PRECISION RECORDER 
FITS IN YOUR POCKET! 

















milion p BD-s 


out of sight, out of mind— you get all the facts! 


BUSINESSMEN—if you’ve ever 
wanted a “second memory”’ to 
relieve the pressure of your daily 
chores, here it is! 


MINIFON P55-S—the only pocket- 
sized, push-button precision re- 
corder in the world! 

Take it with you wherever you 
go by train, car or plane. In your 


pocket or out, it can record your 
“on the spot’ reports or dicta- 
tion as fast as you can press the 
record button! Records every- 
thing—up to 2 hours on a single 
reel! Plays back, erases, rewinds 
—does everything the big, bulky 
recorders do, but it’s only 28 
ounces! Battery operated or A/C. 


Sold only through authorized franchised dealers. 


For complete details, write: 





GEISS-AMERICA Dept. Mm-3, Chicago 45, I 


In Canada: Imperial Typewriters of Canada, 216 McGill St., Montreal, Quebec 





(Circle number 640 for more information) 
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and new Social Security (FICA) 


deductions 


of 24%. 


A single deduction that com- 
bines Withholding Tax and FICA 


is shown on the One-Deduction 


Board. 


Both are said to be easier to 
work with 
tables. Constructed of a masonite 
base, the 
a slide guide that quickly lines up 
the proper tax deduction for any 
wage amount. No further compu- 
tation is required. 


wer 


at the 1957 rate 


than government tax 


x 12” boards utilize 
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EISENHOWER ~ NIXON 


"3 ANDWAGOM ~ 


oar 
a ee SS 
hea” $6 sax _—_ 
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Wien the problem was posed: ‘‘ What to give 
President Eisenhower for his desk as a symbol 
of his election victory?” — PLASTALLIONS 
were the logical choice. A perfect miniature 
of the Eisenhower Bandwagon, reduced from 
60 feet to 214 inches, was embedded in Lucite. 
Have you a product, anniversary, or big 
occasion story to tell? One that you want to get 
on a key executive’s desk permanently? 
Plastallions are your answer. 
Send for our FREE 30-page catalogue 
illustrating a wide variety of PLASTALLIONS 
with prices in any quantity. 


CREATIVE PLASTICS CORP. 


STONY BROOK, LONG ISLAND, NEW YORK 


(Circle number 641 for more information) 








The printed tables can be replaced 
simply whenever taxes change. 
For more information, circle num- 
ber 729 on the Reader Service Card. 


ENGINEERING 


Architectural drawings 
‘improved’ by photography 

A new 105mm. system called 
Micro-Master successfully dupli- 
cates engineering and architectural 
drawings. Second originals made 
by this method are consistently bet- 
ter than the true originals, and ap- 
proximately 75% improvement 
without new artwork has _ been 
demonstrated in the restoration of 
soiled or worn tracings. 





When tracings are to be repro- 
duced, they are mounted on a vac- 
uum easel and photographed to 
pick up maximum detail. The weak- 
est line image is captured without 
respect to background dirt. Soil and 
mottle are then clipped out of the 
projected image with exposures. 
When the 105mm _ negative has 
been developed and dried, it pro- 
vides a perfect image of all line 
work entirely free from pinholes. 

For further information circle num- 
ber 736 on the Reader Service Card. 


FORMS 


New forms instructions 
cuts time 84% 


by B. T. Haffey 
The Ramo-Wooldridge Corp. 

Formerly, when we sent instruc- 
tions to employees on how to fill 
in a new form, it required four 
pages and over 500 words of ex- 
planation. Now it takes only one 
page and less than 100 words. The 
result is more acceptance, more 
compliance and an 84% cut in learn- 
ing time and effort. 

Under the old method, when a 
new form was designed, a sample 
copy went to everyone concerned, 
together with pages of detailed in- 
structions on each entry to be 
made, and routing procedure. Many 
of the instructions were obvious 
and unnecessary. Further, it was 
awkward for the employee to keep 
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“More people are doing a better job, and have more 
room, in half the space we thought we needed.” 


The task of organizing the New York offices of one of the nation’s largest chemical corporations is typical 
of assignments handled by Art Metal’s planning engineers. Tangible results reported by this firm*, quoted 
above, are the outcome of a service to business based on the functional design and integration of office 
equipment with work flow needs. Desks, chairs, files and related furniture of the finest quality are thus made 
to repay the cost of installation—quick/y—in savings of labor, time and space...Look up your Art Metal 
representative in the Yellow Pages...or write Art Metal Construction Company, Jamestown 4, New York. 


FOR IDEAS YOU CAN USE, check any of the following 
helpful manuals and booklets: | ...making 
GUIDES TO EQUIPMENT TS ee offices finer 
(_] Executive and General —_ | aa for business 
: : ; Office Desks AMeste : 
Things to be Done When You . - 


OFFICE PLANNING AIDS ‘ 

Ma eke eR We BY , = = since 1888 
Move or Rearrange Your Office *° L) Correct Seating Chairs ~ A Bie 

e 


(_] Office Standards and Planning 


ie : é () Filing Equipment 

LJ Office Planning Kit [) El-Unit Modular Offices Ee io 
(-] Manual of Desk Drawer Layout {_] Postindex Visible Index Files , : @) A. c.c0. 1987 
National sales and service through branches and dealers in more than 800 cities. 


(Circle number 642 for more information) 
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Get 

rid 

of 

the 
“ghosts” 


On your payroll 


One of the most common forms of embezzlement is 
payroll padding. Adding fictitious names to payrolls, 
overpayments, falsifying time sheets and records—all 
these and dozens of other types of payroll plunder can 
be completely controlled. 

The Todd Company—one of the country’s pioneers 
in developing safe and efficient payroll systems—has 
published a booklet outlining 44 ways to protect your 
company’s bank account. Sections 39, 40 and 41 deal 
with payroll padding and controls. Other sections, 
equally important, deal with dividend disbursements 
and check paper safeguards. 

Write now—on your own letterhead—for the free 
but invaluable booklet “Disbursement Methods—their 
use and misuse.” 





THE TODD COMPANY, INC. 


Subsidiary of BURROUGHS CORPORATION 
ROCHESTER 3, NEW YORK 


SALES OFFICES IN PRINCIPAL CITIES 


(Circle number 643 for more information) 























turning pages back and forth to 
see where on the form the instruc- 
tions applied. 

Now only a single instruction 
sheet is used, with comments cov- 


| ering only items subject to possible 
| misinterpretation (see illustration). 


The arrows add emphasis without 
obscuring the form itself. 

A simplified flow chart accom- 
panies the specimen form on the 
same sheet, to explain at a glance 
how routing should be handled. 


DICTATION 


New battery dictation 
machine works anywhere 


All the convenience and _per- 
formance features of the most 
modern office dictation units have 
been engineered into an all-tran- 
sistor, battery-powered portable 
dictation machine that works any- 
where, with or without electrical 
outlet. Called the Peirce Secretary, 
this new, book-size, 4%-pound dic- 





tating machine is completely com- 
patible with office transcribing 
machines. 

The Peirce Secretary is a com- 
plete dictation unit. It incorporates 
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from order 
to invoice... 














WRITTEN JUST ONCE 








From first step to final record, all the 
paperwork you require to process an order is 
reproduced from just one writing—with Ozalid. 


You start with an order filled out by your 
salesman or clerk. Ozalidcopies, turned out in 
seconds, serve in order filling, shipping and 
billing. You end costly, repetitious handcopying 
and retyping... eliminate copy errors and 
proofreading .. . get shipments and bills 
out sooner ...improve customer service. 


Ozalid ends wasteful duplication of 
paperwork throughout your business. In 
every department, Ozalid replaces 
costly writing or typing with inexpensive 
Direct Copying. 


Ozalid makes copies of anything written, 
printed, typed or drawn on any paper 
that transmits light—at the lowest cost 
per copy of any similar process. 

Actually, you pay less than a penny 

for a letter-size sheet of 

sensitized Ozalid paper. 


For the full story, call your local 
Ozalid representative . . . or send coupon 
below for more information. 


OZALID” 


DIRECT [COPYLSYSTEMS 
TCUPY/ 


A Division of General Aniline & Film Corporation. 
In Canada: Hughes Owens Company, Ltd., Montreal 






posse 




















: Ozalid, Dept. J-3 Johnson City, N. Y. \ 
j Please send more information on how Ozalid Direct | 

| Copying can help us with our: i 

| 00 Order-Invoicing (1) Purchasing (0 Accounting ! 

| (] Production Control [) Receiving (] Engineering 

Name | 

| Position | 

Firm . 

Address | 

City State | 
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A Modern Electric Duplicator 
at 4 Moderate Price’... 










Every office duplicating job — bulletins, 
form letters, post cards, special office 
forms, etc.—can be produced much more 
easily and inexpensively on the new 
Model 76 Mark II automatic electric spirit 
duplicator. At the touch of a button, it 
prints 110 clear, crisp copies per minute 
(up to 84 by 14 in. size), in 1to5colors... 
at a fraction of a cent per copy. Its con- 
stant speed produces better and more uni- 
form copies. Most important... there’s no 
effort on the operator's part, for this new 
Conqueror runs without watching and even 
turns off automatically. You can pay much 
more if you wish, but the Model 76 offers 
allthis ...ata price that can't be matched! 














now Heyer offers push-button 
duplicating at little more 
than the price of some 
hand-operated machines 


MODEL 76 -~Gfaerk 
CONQUEROR 


SPIRIT DUPLICATOR 


More than 53 years of duplicating expe- 
rience has enabled Heyer to add new 
engineering improvements to the Model 76 
that make it feature for feature the biggest 
value in duplicating today. These features 
include Adjustable Pressure Control, Copy 
Positioner, re-settable Copy Counter, 
Built-in Tank with Visible Fluid Supply, 
Adjustable Fluid Control, and Paper 
Stackers. A brand-new Feed Drive Mech- 
anism which works only in a forward motion 
eliminates the lurch found in old-fashioned 
reciprocal drives. Quiet Nylon Gears need 
no lubrication. The Model 76 conquers ev- 
ery duplicating job with speed, ease and 
neatness never before experienced. 


MODEL 70 


aD Yak ZT coNnQueROR 


If a hand-operated duplicator fits your requirements, 
you can't find a better buy than the Model 70 Mark II 
Conqueror. It is basically the same as the Model 76 
except for electric drive and controls. The Model 70 
prints 110 copies per minute of anything typed, written 
or drawn on the master ...in 1 to 5 colors at once. 


r ss OS et Ge EE Ge mR GEE iw Um ee AT ee See msi eee 
oo 











os The HEYER Corporation vias 
8 = 1832 South Kostner Avenue, Chicago 23, Illinois 
H [] Send additional information about the new Mark II 
4 Conqueror duplicators. 
. 4 C) Please arrange a demonstration. 
4 NAME POSITION 
H COMPANY a uicenaia * 
@ = ADDRESS___ co eer as si Ian ic See 
i 4 CITY STATE 
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playback and review at any dicta- 
tion point as often as desired; full 
context listening with end-of-letter 
and instruction marking on index 
slip. The magnetic belt dictation 
medium holds 15 minutes of dic- 
tation, and is transcribed on stand- 
ard office units. Belts may be 
mailed in ordinary envelopes, filed 
or re-used thousands of times. 

Incorporating the magnetic, au- 
tomatic-erase dictation system, the 
machine insures the production of 
clear, errorless dictation. The user’s 
voice alone simultaneously wipes 
out misstatements and inserts cor- 
rections or changes. 

The Peirce Secretary opens new 
opportunities for travelling busi- 
ness and professional people in on- 
the-spot handling of everything 
from simple correspondence _ to 
complicated reports. 

For more information circle number 
730 on the Reader Service Card. 


ADVERTISING 


. 
Zip-opener adds zest 
to sales messages 

An effective and inexpensive 
way to add impact to your mailing 
is through use of the attention-get- 
ting zip-opener. A built-in opening 
device for envelopes, the zip-open- 
er eliminates use of a letter opener 
and provides the “opening insur- 














ance’ essential to the success of a 
direct mail promotion. 

Attach a pull-tag to the end of 
the zip-opener and you have a 
sure-fire method for getting your 
message across. Effective ways for 
using the combination zip-opener 
and pull-tag include sales promo- 
tion, announcement of a new prod- 
uct, dealer cooperative mailings. 

For more information circle num- 
ber 737 on the Reader Service Card. 
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<P DITTO ACKNOWLEDGED RP DITTO SPECIALIZED SYSTEMS 
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DITTO NATIONWIDE 
FORMS PRINTING SERVICE 




















CUTS YOUR COSTS 4 ways! 


DITTO brings you the experience acquired through 47 years 
in the development and perfection of systems duplicating 
machines, coordinated duplicating papers and supplies, 
special printing techniques, and One Writing systems pro- 
cedures. With DITTO, you can be confident that whatever 
is recommended will meet your precise systems duplicating 
needs. And you can be assured that the equipment and 
supplies that you purchase will bring you best results and 
the savings and benefits common to DITTO efficiency. 

Get the full story on DITTO systems savings and the place 

of DITTO in Integrated Data Processing. Either write us direct 


or check with your local DITTO branch or dealer listed under 
“Duplicating Machines” in your classified directory. 


DITTO, Incorporated, 6830 N. McCormick Road, Chicago 45, lil. 
DITTO of Canada Ltd., Toronto, Ontario 
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Some firms — big and small — spend hundreds of thousands of 


dollars each year on public relations. Others have learned to live 
with a tight budget and still get good results. If you look at your 
PR budget in the light of facts presented here, chances are you can 


strengthen the return from your investment. 


How much should public relations 


By Bill Ruder and David Finn 


Ruder & Finn, Inc., New York. 


meen heres no get- 
ting around the fact that public re- 
lations costs money. 

For example, viewed realistically 
the cost of planning, researching, 
writing, checking-out, processing, 
and mailing a news release may 
run into the hundreds of dollars 
when all time and salary costs are 
included. 

Calling in a good photographer 
to make some pictures to illustrate 
a story for a trade paper can easily 
cost you some additional hundreds 
of dollars. 

If you are scheduled to give a 
speech before an important asso- 
ciation, youll consume expensive 
time in writing it, even if you don't 
call in public relations specialists 
to do the research work. 

Despite these facts, it is increas- 
ingly clear that public relations 
has become a necessary—and_ us- 
ually profitable—cost of doing busi- 
ness. This is no idle claim on our 
part. Consider this fact: recent fig- 
ures show that an estimated 60% of 
American business and _ industrial 
firms today are spending money on 
formalized public relations pro- 
grams of one kind or another. They 
are spending anywhere from a few 
hundred to tens of thousands of 
dollars each year on their public re- 
lations efforts. Why? Because they 
have found that it is no longer ade- 
quate to simply be a sound and 
sincere business; today, more than 
ever before, a company’s success 
depends on ability to make its 
products and stature known. 
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Problems of budget setting 


How can you best determine the 
size of the budget necessary to ful- 
fill this job? 

The real problem in setting a 
PR budget is that public relations 
needs vary widely. They vary 
among your company and others, 
and they also vary within your 
company from one time to another. 
PR costs can be compared to doc- 
tor bills: they can be kept at an al- 
most insignificant minimum when 
you are well, but they may sky- 
rocket when you become seriously 
ill. 

The best insurance against the 
need for huge public relations ex- 
penditures is to underwrite an ade- 
quate and carefully planned public 
relations program on a continuing 
basis. Such insurance will not cov- 
er your costs if you find it neces- 
sary to pull out the stops in order 
to solve some unusual problem. 
But it will do something better: it 
will greatly reduce the chances 
that such problems will occur in 
the first place, i.e., it will help 
maintain your company’s health. 
Further, it will help you take ad- 


* vantage of unexpected opportuni- 


ties to improve your company’s 
public relations “health” as these 
opportunities arise. 


Key costs: PR specialists 


What are the specific costs of 
public relations? 

The biggest expense is time—pri- 
marily the time of a qualified pub- 


lic relations man, whether you use 
someone on your own staff or hire 
outside counsel. On the average, 
about 65% of the public relations 
budget goes to cover the time of 
the man or men you are paying to 
do the job. 


Other costs 

This figure points up the fact 
that the time of specialists is the 
key cost of public relations. Some- 
times the other costs are insignifi- 
cant—but sometimes they are not. 
For example, an industrial firm 
with an annual sales volume of $8 
million last year sent out a total of 
57 news releases, most of which 
were given extensive distribution; 
total cost of processing and mail- 
ing these releases was $2300. 

Here are some other specific ex- 
amples of what various public re- 
lations items cost: 

Television films: Many firms are 
now turning out short movies about 
themselves and distributing these 
films to television stations. The 
most common practice is to pro- 
vide a silent film supplemented by 
a script to be read by the news- 
caster or commentator. The cost 
of producing and distributing 100 
prints of a three-minute silent film 
is approximately $3,500. 

Press conference: If you have a 
message that you want to deliver 
face-to-face to newspaper and mag- 
azine reporters, the cost of tele- 
grams to invite the press, press kits, 
visual material to use in your pres- 
entation, as well as other various 
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requirements, may come to $500 or 
$1,000. If the press conference in- 
cludes cocktails and luncheon, us- 
ing favorable hotel facilities, the 
budget will be in the $1,500 to 
$3,000 bracket. 

Photographs: A high quality por- 
trait photograph for an important 
executive costs a minimum of $50 
—plus additional costs for a quan- 
tity of prints. Less important press 
portraits can be obtained for ap- 
proximately $25. 

Booklets: Despite the increase in 
the number of communications 
methods now available, booklets 
and other printed material are still 
considered the work-horse of pub- 
lic relations. Depending on the 
need, a printed piece for public re- 
lations use may consist of a simple 
black and white folder or a heavily 
illustrated, multicolor “show-piece.” 
Assuming the average, however, a 
16-page, two-color booklet, with a 
minimum quantity of 10,000 copies 
can be produced for about $3,000. 

Clipping service: The most com- 
monly used method of determining 
press coverage of company news is 
a clipping service. Such a service, 
covering the publications in your 
industry, general business publica- 
tions and major newspapers, can be 
obtained for about $15 or $20 a 
month depending to some extent 
on the number of clippings. 


Costs too high? 


Are public relations costs too 
high? Many business executives 
wonder about this question, and 
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For Your Plant or Business Pictures. 


High Speed Du Pont ‘Superior’ Press Film 
captures every detail—rain or shine 


Partners Mal Gurian and Howard 
Schrank of Mal Gurian Associates are 
specialists in construction photography. 
Mr. Gurian points out, “We are not 
concerned with ‘pretty pictures.’ We have 
to record every detail of soil conditions, 
rock formation, corrosion, and construc- 
tion progress—regardless of lighting 
conditions or weather. 


“To do this,” continues Mr. Gurian, 
“we need a fine-grain, high-speed 
emulsion with good tonal gradation. 
Superior® press film gives us all these 
qualities, plus extremely wide exposure 
and development latitudes. It can’t 
be beat for holding clear, unblocked 
highlights, even when we expose for 
shadow areas.” 


But good negatives are only part of 
the job. That’s why Gurian Associates 
have been using Du Pont paper ever 
since they started. “We use High Speed 
‘Varigam’ for almost all our prints. For 
negatives of normal contrast, we can 
print without filters twice as fast as with 
other projection papers, and even with 
filters, it’s 25 per cent faster. 


“The variable contrast characteristics 

















of High Speed ‘Varigam’ enable us to 
stock only one paper; we save shelf 
space, eliminate waste, and simplify our 
inventory control.” 


TAKE ADVANTAGE of the high quality and 
dependability of Du Pont films, papers 
and chemicals in your own business. 
Just mail the coupon below for more 
information. 





ye Crereceneunaan 


Howard Schrank (left) and Mal Gurian pre- 
pare to photograph construction site. Mr. 
Gurian says, “We visit over 50 locations a 
week and need a film we can count on; 
‘Superior’ Press gives complete dependability !” 


Du Pont MM—3 | 
DU PONT N2420-17 | 

Wilmington 98, Delaware 
PHOTOGRAPHIC Please send me more information on 
PRODUCTS Nome | 

Firm 
Gi POND LCR cepkeha rae: | 
RIG u $s pat OFF Street 
BETTER THINGS FOR BETTER Ci Sten | 
LIVING ... THROUGH CHEMISTRY me on | 
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vet OT EDGER “<< 


Ledger sheets grow old gracefully, 


when they’re on new, 
stronger Hammermill Ledger 


Your bookkeeping machine operators can work faster when they use 
“Posting” finish Hammermill Ledger. Now even tougher and stronger 
than before, this popular ledger grade prevents slow-ups that result 
when weak papers curl or tear from hard, fast use. 

Posting finish Hammermill Ledger helps keep figures “on the line,” 
because it grips the platen. And, this strong, durable paper has the 
needed sheet stiffness to keep on looking and working right — even 
after years of use and repeated machine entries. 

Now Hammermill Ledger contains Neutracel” pulp. This pulp, 
exclusive with Hammermill, is made from northern hardwoods. 
Blended with other fine papermaking pulps, Neutracel gives 
Hammermill Ledger a better typing, writing and ruling surface —a 
more level, velvety surface for crisper ruling and printing. Neater 
folding, too. 


Hammermill Ledger is also available in a standard “Ledger” finish ° 


that makes for neat, readable pen and ink entries. You choose from out- 
standingly clean, low-gloss shades of blue-white, buff and green tint. 


Why not write now on your business letterhead for a sample book 
of Hammermill Ledger. You'll see for yourself — and so will your 
bookkeepers—how Hammermill Ledger helps make it easier to keep 
records that are more legible, that last longer. Hammermill Paper 
Company, 1499 East Lake Road, Erie 6, Pennsylvania. 


SMM Rdayy 


—and actually less than many other watermarked ledger papers. 
(Circle number 648 for more information) 





costs no 
more: 


Public Relations 


some are strong in their belief that 
PR costs are indeed too high. It is 
an unquestionable fact that a sub- 
stantial proportion of public re- 
lations programs are not worth the 
money spent. But this is not be- 
cause public relations costs are too 
high. Rather, it is because the 
methods and tools of public rela- 
tions are not being properly ap- 
plied. In fact, in many cases where 
public relations is not doing its 
job, it is because the costs are not 
high enough! Cut-rate public re- 
lations just does not pay. 


How to set your PR budget 


As with any other phase of com- 
pany operation, your company’s 
public relations program should be 
based on a predetermined budget. 
Many top managements use their 
own pet methods to determine the 
size of this budget. 

One not-so-uncommon method is 
to squint the eyes and to take an 
educated guess—or even a stab in 
the dark. 

Another is to base the PR budget 
on a certain percentage of gross 
sales. 

Some firms determine the figure 
on the basis of how much is left 
after the more essential and “more 
important” budgets have been 
fixed. 

Still another approach is to set- 
tle on about half of what the PR 
director or the PR counsel recom- 
mends on the grounds that he prob- 
ably recommended more than he 
expects, and anyway, he can re- 
place imagination for dollars. 

Seldom are these methods ade- 
quate. For example, take the per- 
centage-volume technique. We 
know of two firms, one in the elec- 
trical appliance industry doing $1 
million in annual sales, the other a 
manufacturer of kitchen appliances 
with a volume of $90 million. Both 
are spending exactly the same 
amount each year for public rela- 
tions. Both are getting good results. 
Obviously, if both programs were 
based on the same percentage of 
sales volume, the second firm would 
be spending 90 times as much as 
it is now—needlessly. 

Your particular firm has its own 
environment of specific public re- 
lations needs, and your public re- 
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TYPICAL PR COSTS 


JK TV Movies 
os $3500 


Press Conferences 


Yt> ——- $$500-3000 


We Executive Photos 


$25-50 


Booklets & Brochures 
$3000 (16 pp 2 colors) 


Clipping Services 
$15-20 per month 
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lations budget should be based on 
a comprehensive analysis of these 
needs. Experience shows that you 
cannot successfully short circuit 
this comprehensive budget-setting 
analysis if your PR program is to 
provide optimum return. In most 
cases, your PR specialist, working 
in conjunction with top manage- 
ment, is best qualified to guide this 
analysis. 

Here are the four steps that the 
analysis should involve: 

1. Visualize and crystallize your 
long range public relations goals 
(see “How to develop a public re- 
lations program,” MM, Sept. ’56). 

2. In terms of your long range 
goals, determine what immediate 
problems public relations can help 
solve, or what advancements it 
can help your company make. 

3. Create a program of public 
relations activities that will solve 
the most important of the immedi- 
ate problems and help you realize 
the most important opportunities. 

4, Finally, attach a realistic and 
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DEEP, 
MOLDED 
FOAM RUBBER 





The seat is the first point of comfort in a chair and in the Harter C-1500 
you find that it is deep, molded foam rubber. Not just a thin sheet of 
rubber; not bonded scraps, but virgin foam rubber all the way through. 


Harter C-1500 
Executive Swivel Chair 





The construction of the seat is indicative of the quality you’ll find in every 
detail of this fine executive chair. Welded steel construction, durable 
finishes and distinguished upholsteries assure long-lived comfort and 
good looks. They are the important reasons why more men have found 
comfort in the C-1500 than in any other office chair. Matching side 
chairs are available. Write for name of your nearest Harter dealer. 


Harter Corporation, 306 Prairie Street ¢ Sturgis, Michigan 
In Canada: Harter Metal Furniture, Ltd., Guelph, Ontario 


W HARTER 
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STEEL CHAIRS 
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New Product 
Data FREE! 


To acquaint you with the most 
comprehensive monthly digest of 
new products, processes and tech- 
niques reported from scores of do- 
mestic and foreign sources, we are 
offering complimentary 
copy of the New Product Informa- 


you a 


tion Service Bulletin. It provides 
you with: 
(a) Descriptions of new products 
consumer and industrial. 


(b) Newinventions available for sale 
or license. 


(c) New processes and techniques. 
(d) Latest scientific developments. 
(e) New business opportunities. 
All the foregoing is fully documented 
for immediate follow-up by you. 
For your free copy, circle item 652 on 
Reader Service Card 
New Product Information Service 
15 West 44th Street 
New York 36, New York 
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WORN, BROKEN TABS 
WITH Smith’s 


OPNWINDO 
Steel Guides 


Remove old tabs—slip these mov- 
able, clamp-on guides easily into 
place. 


Available in I"' and 2"' widths. Packed 
25 to box with labels in strips for 
easy typing. Also alphabetic labels 
to 200 subdivisions. 


Hundreds of other uses to save time, 
improve filing. See your office supply 
dealer or write direct. 


CHARLES C. SMITH, INC. 


EXETER, NEBRASKA 





For more than 50 years, a complete line 


of time-saving signals and indexes 
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Want a penny-pinching 


mailing scale? 


e@ The pennies saved by this precision-built 








Pitney-Bowes scale on each day’s mailing 
quickly add up to dollars saved. 
@ This little model 4900, newest of PB’s line of 


mailing scales, is just what every 
cylindrical computer 


clearly the amount of 
postage needed from 

¥Y2 ounce to | pound, 
for all classes of mail. 


small office needs. Its 


shows accurately and 


Prevents loss of postage 
through overpayment 


...and loss of good will through underpayment, 
with resulting “postage dues.” 


FREE: Handy desk or wall chart 
of Postal Rates, with parcel 
post map and zone finder. 


PITNEY-BOWES 


e Larger models for larger mailers. Ask your 
nearest PB office to demonstrate, or write for 
free illustrated booklet. 


Mailing Scales 


Pitney-Bowes, Inc., 4583 Walnut St., Stamford, Conn. 


Made by the originators of the postage meter 
... Offices in 94 cities in U. S. and Canada 
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Public Relations 


flexible price tag to the program 
you have mapped out. 


Controlling PR with budget 

A properly planned budget helps 
top management maintain control 
over the public relations program. 
Bear in mind this point: your PR 
staff or agency will tend to spend 
more time and effort on those as- 
pects of the program for which you 
have allotted the largest portions 
of the PR budget. It is normal to 
assume that if management assigns 
more money to one phase of the 
program than to others, then man- 
agement considers this one phase 
more important than the _ rest. 
Often, this assumption is errone- 
ously made; it may not be manage- 
ment’s purpose to emphasize one 
aspect over another, but simply to 
recognize the fact that some PR 
activities cost more than others, re- 
gardless of their relative impor- 
tance. 

The best way to avoid this prob- 
lem is to avoid breaking down the 
PR budget on the basis of methods 
to be used, e.g., so much for 
printed material, so much for dis- 
plays, etc. Instead, base the budget 
breakdown on functions, such as 
product publicity, financial rela- 
tions, and community relations. In 








TYPICAL PR FEE BASIS 


Package Fee 


Retainer covers time and ex- 
penses. Caution: manage- 
ment or counsel may suffer. 


Fee Plus Expenses 


Retainer covers time only. 
Expenses billed as they oc- 
cur, plus 15% markup. 


Time Plus Expenses 


Hourly rate for time, plus 
marked up expenses. Often 
found best pay method. 
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CHALLENGER 
CHAIRS 
1310 SERIES 


man=-sized 


companions to the C-22 Secretarial 
Chair recently introduced. Chal- 
lenger chairs have graceful steel 
frames, thick bonded foam latex 
cushioning and new “Modern- 
style” waterfall seat upholstery. 
Matching arm and swivel chairs, 
too, all with good-size 20 x 181” 
seats. 
Write for free booklet, “How to 
Choose Office Chairs” 

CRAMER POSTURE CHAIR CO., INC. 


Dept. MM-37 1205 Charlotte, Kansas City, Mo. 











(Circle number 655 for more information) 





NEED 
WASHINGTON 


REPRESENTATION 
? 


PR executive with 
considerable experience 
in organization work 
has recently opened 
Washington, D. C. 
office. Excellent contact 
man, writer, publicist. 
Box 10 

Management Methods 
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this way, the same public relations 
methods will undoubtedly overlap 
into the various areas, but the bud- 
get will give a fair approximation 
of where the emphasis should lie, 
and serve as a useful management 
control. 


Paying your PR counsel 


Management can also control 
public relations through the meth- 
od it selects for paying its PR 
counsel. Three basic payment ar- 
rangements are in general use. 
Each arrangement has its own ad- 
vantages under certain conditions. 
All three of the payment methods 
are predicated on the understand- 
ing that a PR counsel is paid, not 
for the results he obtains, but for 
the time he devotes to a profession- 
al, conscientious and _ confident 
effort to get these results. Seldom 
will he—or seldom can he—guaran- 
tee results in advance. The follow- 
ing are the three most common 
methods used to pay PR counsel: 

Package fee: This fee usually 
covers both the counsel’s time and 
his expenses. It usually consists of 
a monthly retainer. Under this ar- 
rangement, the counsel must pay 
all of the major and minor expenses 
involved. in the public relations 
program. Thus, he takes all of the 
risk, for if the program gets out of 
hand and additional expenses are 
necessary, he can very easily lose 
money. On the other hand, man- 
agement may be the one who suf- 
fers under this arrangement since 
the PR counsel may be tempted to 
keep the program at a minimum, 
in order that as much as possible 
of his retainer can be translated 
into profit. 

Fee plus expenses: Under this 
arrangement, a monthly retainer 
is usually paid to cover the PR 
counsel’s time only. Additional ex- 
penses which the counsel assumes 
in conducting the PR program 
(such as buying, mimeographing, 
printing, mailing, etc.) are then 
billed to the company, usually with 
a 15% markup to cover administra- 
tive and overhead costs. 

Time plus expenses: Here a per 
diem or hourly rate is established 
for the counsel’s time in handling 
the company’s public relations pro- 
gram. These time charges are billed 





NOW 
VISUALIZATION MADE EASY 
AND 
INEXPENSIVE BY CHART-PAK 





Tapes, Templates, Boards .. . 


everything for graphs, charts, presen- 
tations, office and plant layouts, or- 
ganization charts—all from one source. 


Everything —tapes, labels, work boards, 
office and plant equipment templates, 
pictographs, and tools are all available 
from Chart-Pak. Everything has pressure 
sensitive adhesive backing so that it can 
be fixed with a touch, removed and re- 
placed easily. All can be reproduced by 
any standard method. 

You can get tapes—opaque and trans- 
parent—from 1/32” to 2” wide—in 14 
colors—over 60 printed patterns and 
designs. 

There’s also a wide assortment of office 
templates, form and flow symbols and 
pictographs. 

There are plastic reusable work boards 
in transparent and opaque plastics, with 
printed reproducible or non-reproducible 
grids to aid in laying out the material. 


The Versatile Draftsman 








Please give the name of the local supplier 
from whom you would like to buy Chart- 
Pak material —__ 





iis et aCe UT NS sy. te a 
| met sane CHART-PAK, INC. | 
3-23 River Road, Leeds, Mass. 
| Please send information and free samples. 

| NAME 

1 co. Be PEE A eR 
. Car MA pe ete Ck 
i Rs 
| ing eld __ZONE___STATE__ | 
| | 
| | 
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NOW...COLUMBIA’S EXECU-TAPE 


COLUMBIA RIBBON & CARBON MFG. CO., INC., GLEN COVE, N. Y. 


ga 


NEXT... CARBON PA 
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EXECU-TAPE 


SiACK 








So clean you can 
see through it! 


The cleanliness of Execu-tape 
is demonstrated by this photo- 
graph. The transparency of 
the roll shows that the edges 
are free from the slightest 
trace of carbon. 











Execu-tape, Columbia's new ribbon for all carbon ribbon using 
typewriters, has created a new standard of excellence for execu- 
tive correspondence. 

Typing by Execu-tape is the closest approach to real printing 
yet achieved! Amazingly uniform, distinguished, sparkling —im- 
pressions by Execu-tape are in a class by themselves. 

And not only does Execu-tape produce the ultimate in execu- 
tive correspondence, but it provides the perfect original for all 
copying processes. Five true-hue colors: Black, Green, Blue, Red 
and Brown. 


EXECU-TAPE 


(Circle number 656 for more information) 


to the company on a monthly basis 
or as they occur. In addition, the 
counsel submits his marked up bill 
for all other expenses in the pro- 
gram. Sometimes, a flat retainer 
fee and per diem charges are 
combined. Under normal circum- 
stances, the per diem is considered 
to be most fair to both client and 
counsel. The difficulty comes in, 
however, when an inflexible budget 
has been set for the program. 


Is your budget on target? 


Seldom will you be in a position 
to eliminate all the guesswork 
from the planning, budgeting and 
evaluating of your company’s public 
relations program. The reason for 
this is that it is impossible to ac- 
curately measure good will in terms 
of dollars and cents. There are, 
however, internal signals that you 
should watch for as_ indications 
that your public relations budget 
is out of line with your public re- 
lations needs. 

First, a “yes” answer to any of 
the following questions may indi- 
cate that your budget is too large: 
Does friction develop quickly be- 
tween you and your PR director or 
PR counsel? Are you anxiously 
awaiting “results” that don’t seem 
to be forthcoming? Do you become 
impatient with your PR man when 
he tries to explain the long range 
nature of his work? Do you regular- 
ly ask yourself whether your pub- 
lic relations effort is worth the 
money it is costing you, without 
being sure of the answer? 

Secondly, a “yes” answer to any 
of the following questions probably 
indicates that your budget is too 
small: Do you consider public re- 
lations a very unimportant, splinter 
type of activity? Does top manage- 
ment have little or no contact with 
the PR program? Is your PR man 
left out of meetings devoted to 
important management decisions, 
marketing plans, and so on? Do you 
refrain from questioning your pub- 
lic relations budget because you 
consider it to be too insignificant 
to require your time? 

In short, your public relations 
budget should be large enough to 
warrant top management attention, 
but not so large as to become a 
company or management burden. 
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a. caleulator thats ends, 


& 

= 
decimal; points dnifts' ? 
4 


DECI - MAGIC is the world’s first and only 
calculator to set decimals automatically in the 
keyboard and all dials. Touching just one key 
one time guarantees you correct decimals from 
the start of a problem right through to the 





result. The drifting decimal is gone forever! 
This positive protection against misplaced 










decimals, plus many other exclusive advanced 
features, makes Deci- Magic the easiest calcu- 
lator to use ever built. 


DECI - MAGIC DOES IT ALL FOR YOU— AUTOMATICALLY 
ALL Decimal Setting - ALL Dial Positioning - ALL Clearing 





MARCHANT ¢2.. 


COMant nant), 


CALCULATORS ©" 


OAKLAND 8, CALIFORNIA 


Ask your nearby Marchant Man for a demonstration of 


> 7 g the Deci- Magic or mail this coupon, with your business 
You touch one key one time to set all your decimals —'! i aac a Rata -: 
7 : — 4 Informationon the new Deci-Magic .. . .. . 
automatically . ee that S DECI- MAGIC! : Index to Modern Figuring 
y byMarchantMethods . . . . ws we ee 3 
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FOR BOTH ACTIVE 
AND INACTIVE RECORDS 


ELIMINATE THOSE 





LEGAL 
UNITS SIZE 





We manufacture many other 
standard size files to fill 
your filing requirements 

Write today for our catalog 


“MISSING LINGGS 


» Duql-Purpose 


IN YOUR RECORDS SYSTEM 


LETTER 
SIZE Cole: iv ic) 


RECORD FILES, 


R. F. 1.°S NYLO-GLIDE 


















FILES 


The classic beauty and feather- 
touch operation under the heaviest 
loads make these Nylo-Glide files 
the perfect answer to your active 
record filing problems. 

Yet these files are priced to be 
an economical inactive record 
storage file. When drawers be- 
come full, or the records become 
inactive simply exchange drawers 
with empty drawers from your 
record storage room. 


~ . y 


w 


INTER- 






INC. 


WOOSTER, OHIO 
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EXECUTIVES 
Your biggest headache 
in office furnishing 


the most beautiful 
PLASTIC CHAIR MAT 


ever designe 
If your chair mat is shabby, needs paint, looks seedy, 
beautify your office with a gleaming Driftwood Gray 
or rich Walnut wood-grain plastic Maso-Mat. Low 
cost, smooth, not slippery, won't creep or warp, resists 
burns and alcohol, thick, non-warp. 








plastic office chair mats. 


NAME 





COMPANY acre 


city_____ STATE 





FOR DETAILS USE COUPON BELOW 

| AMASO | MASO STEEL PRODUCTS, INC. 
$2 W. Jackson, Reem 981, Chicege 4, til. 

Please send me FREE catalog and more information on the Maso “Executive” 


TITkE 


adoats$___ — 
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Seals TIGHT on Contact... Without Moisture 


An amazing envelope seal that cuts clo- 
sure time IN HALF in your mail room or 
packaging departments. Eliminates messy 
sponges, moistening equipment... seals 
at a TOUCH —securely! Store safely — 
gum adheres only to itself. Unaffected by 
humidity. Open end or open side styles. 





FREE SAMPLES: Write for samples. Send 





samples of your present mailing or pack- 
aging envelopes. No obligation. 








TENSION ENVELOPE CORP. 
819 East 19th St., Kansas City 8, Missouri 


New York 36, N_Y St. Louis 10, Mo Minneapolis 1, Minn 


Des Moines 14, lowa Kansas City8,Mo. Fort Worth 12, Texas 
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Sizzle of Your Site 

(Continued from page 36) 

ior College, Mrs. Beverly Bennett, 
who discussed the new _ location 


| from the woman’s point of view. 


Sandwiched between these short 
talks were travelogue-type movies 
about the St. Petersburg area. 

A second, similar meeting was 
held in December at which addi- 
tional topics were covered and in- 
dividual questions answered. 

Group junkets: Both the book- 
let and the meetings were unus- 
ually effective in stimulating excite- 
ment for the move among the se- 
lected employees. But company 
officials decided to go still one step 
further and give their people an 
opportunity to see for themselves 
what the living conditions were 
like in their new location. Three- 
day junkets to Florida were ar- 
ranged for representative mem- 
bers of the group that was to be 
transferred. Six or seven couples at 
a time were flown to Florida in 


| the company’s own DC-3. They 


were installed in a beach-front ho- 


| tel, banqueted, then given tours of 





| 


all the major local attractions. 
When these people returned to 
Minneapolis, they spread the word 
concerning what they had seen. 
A further step in the program 
has been the fact that Mrs. Ben- 


nett, the college president’s wife, 


who spoke at the first employee 
meeting in Minneapolis, has been 
retained by the company to assist 
transferred employees with any 
problems that arise during their 
adjustment period in St. Peters- 
burg. The result is that now, as 


| more and more Minneapolis per- 


sonnel arrive in Florida to work in 
the company’s temporary offices 
there, the problems and complica- 
tions of moving are kept to a bare 


| minimum. 


Few companies, particularly 
smaller ones, are in a position to 
carry out the kind of site selling 
program that Minneapolis-Honey- 
well has conducted. Nonetheless, 
this company’s example demon- 
strates that the favorable aspects 
of your plant location—whether it 
is in Pennsylvania’s rolling Pocono 
mountains or in a boom town in 
Texas or on a country road in 
Iowa—can be used as a major ap- 
peal in getting and keeping scarce 


| personnel. m/m 
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VERTI-FILE 


Vie modern way to file 











With Deluxe Steel Verti-File you 
not only save floor space, but your 
cost per filing inch will be one-third 
the cost of conventional drawer files. 


YOU'LL LIKE ALL THESE OUTSTANDING 

VERTI-FILE FEATURES: 

e Less file clerks required—faster fil- 
ing, less walking time, no drawers 
to open and close 

e Unlimited visibility 

e Reduces employee fatigue 

e Increases filing accuracy 

e Safer—no tripping over pulled-out 
drawers, no falling over step stools 

e Bottom shelf, 6” off floor, protects 
folios from wet mopping 


Adopted and approved by the Office 
Management Committee on Cost 
Reduction and Efficiency 


Call your Deluxe dealer 
or write for new brochure 


D/E|L/U/X/E 


DELUXE METAL FURNITURE CO., Warren, Pa. 
A DIVISION OF THE ROYAL METAL MFG. CO. 
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Operations Research 
(Continued from page 39) 


Step 9. You reach the final stage 
when the minimum number of 
shaded lines necessary to include 


| all zeros in a table equals the num- 


ber of rows we started with in 
Table I. Thus, in our example, 
Table IV is the final table and we 


circle five squares containing zeros 





so that each row has only one | 
circled square, and each column | 


has only one circled square. 

The circled squares in Table IV 
show the minimum cost assign- 
ment, which is also shown, for the 
sake of clarity, in the first two col- 
umns of Table V. (How close was 
your preliminary guess?) The third 


column of Table V shows the cost 
| associated with each allocation and 


| man Problem, 


is filled in by reference to Table I. 
The total cost of the assignment, 
sum costs entered in column 3 of 
Table V, is $1,300. 

Table V also shows the maxi- 
mum cost assignment (costing $2,- 
502), which is the worst assign- 
ment from our point of view. Since 
in this example five flights are to 
be assigned, there can be 120 pos- 
sible assignments. The cost associ- 
ated with each of these assign- 


ments will lie anywhere between | 
- $1,300 


and $2,502. Hence any 
method that does not insure our 
obtaining the minimum cost assign- 
ment will lead to an assignment 
costing between $1,300 and $2,502. 

Flood’s technique can solve max- 





imum profit assignment problems | 


as well as minimum cost assign- | 


ment problems provided data is | 


available. n/m 
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Crowded, disorganized, 
noisy, unattractive space. 
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AFTER @ PeopLe 


Streamlined, quiet, neat, 
and efficient space. 


Cramped office? Cluttered arrange- 
ment? Thinking of moving to larger 
quarters? In minutes, you can trans- 
form your present office into efficient 
individual working areas with 
PARTITIONER! You may even add 
employees as you make the maximum 
use of your present space. 


PARTITIONER COSTS SURPRIS- 
INGLY LESS THAN YOU THINK! 


| Easily re-arranged or expanded .. . 


exclusive features, modern colors. 


Available at your local office 
equipment dealer. 


WRITE TODAY FOR LITERATURE 


MARNAY SALES DIVISION 


ROCKAWAY METAL PRODUCTS CORP. 
1270 Broadway, Dept. M, N. Y. 1, N. Y. 
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WORK SMARTER...NOT HARDER! 
Elecliondé Kongfand 


PROVES THE PEN IS MIGHTIER 
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THAN THE PILL! 


When executive nerves are wracked and budgets 

wrecked by delays, errors or inefficiencies in operations — 
don’t reach for a pill, reach for an Electronic Pen — and write 
your own ticket to tranquility! ELECTRONIC LONGHAND 
instantly delivers accurate, handwritten messages to all 
concerned — eliminates misunderstandings...switchboard 
tie-ups... busy signals. And your orders get fast action, 
providing closer control, swifter, smoother operations. To see 


TelAutograph* telescriber 
systems of Electronic Longhand 
are manufactured by 


— .: 


CORPORATION 


for yourself how ELECTRONIC LONGHAND will help you Pioneerin 
: ; Telecommunications 
work smarter, not harder — mail this coupon today... since 1888 


‘ile CA, / I want to WORK SMARTER, NOT HARDER. Mail literature on 


Sanptont 


NAME POSITION 











STREET CITY 











COUNTY : STATE 








TYPE OF BUSINESS 





©57 Telluitograph CORP. 


| 
| 
| 
| 
| 
| 
COMPANY 
| 
| 
! 
| 
| 
| 
*Trademark Reg. U.S. Pat. Off. 


TELAUTOGRAPH CORPORATION « 8700 Bellanca Ave., Los Angeles 45, California Dept. B 
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PROFILE OF A NEW KIND OF MANAGER 


(continued from page 49) 


farm jobs they now have. So the 
farm owners are fighting the idea. 
If a company does go in there with 
a plant, it will do so with two 
strikes against it, because of the 
antagonistic attitude on the part of 
the farm owners. 


Q. Do you feel that it’s a general 
rule that an agricultural area is a 
poor bet for new industry? 


A. Not at all. This is an isolated 
example. Throughout many parts 
of the South, for example, the pic- 
ture is quite different. Mississippi 
is a good farming territory, but for 
years the state has been endeavor- 
ing to balance agriculture with in- 
dustry; the same applies now in 
Georgia, Kentucky and_ other 
southern states. And it applies in 
other agricultural sections of the 
country. Getting back to Califor- 
nia, we found an excellent plant 
site there in Porterville. The peo- 


COMMUNITY FINANCE: how Rockwell uses it 


Here is a specific example of 


how Rockwell uses the community 


finance method. 


In Russellville, Kentucky. (pop. 
5,000), the Chamber of Commerce 


invited Rockwell 


town as a new plant site. Once 


Rockwell displayed 


town began to organize an in- 


dustrial development corporation. 


At a town meeting it was announced 
that 10-year, 4%2% bonds would be 


to consider the 


interest, the 


ple in the town had set up an in- 
dustrial development program and 
were out seeking new industry to 
balance off the agricultural econ- 
omy. When we investigated the 
location, we found that the mer- 
chants and _ tradespeople there 
were aware of the stabilizing ef- 
fect an industrial plant would have 
on the economy. As a result, we're 
now completing a modern, air- 
conditioned plant right in the mid- 
dle of an agricultural area. 


Q. Have you found that there are 
some industrial areas as well as 
some agricultural areas that are not 


interested in attracting new indus- 
° 


try: 
A. Oh, yes. I could cite many ex- 
amples. 1 know of one industrial 
section largely dominated by re- 
fineries. An auto manufacturer 
moved in and put up a plant with 
some heavy presses in it that thump 


issued to raise part of the capital 
for Rockwell’s intended plant. With- 
in five minutes, $105,000 was sub- 
scribed, and within 48 hours, $300,- 
000 was raised—$50,000 over the 
initial goal. In all, $350,000 was 
invested by about 200 people (max- 
imum individual investment: $10,- 
000). 

Vanderbilt University provided 
the remainder of the capital 
needed for the plant, through a 
mortgage arrangement. 
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on the ground a little bit—they 
make some noise. The company 
is getting all sorts of complaints 
about that. The reason is that the 
people in the area weren't partic- 
ularly interested in having a new 
industry come in. Their economy 
was already good and it was 
refinery oriented. The people 
viewed the auto plant as an intru- 
sion. Now, if that plant had been 
put up in another area, where the 
citizenry was really anxious to at- 





Rockwell drew up blueprints for 
the plant it wanted, turned them 
to the 
group which arranged for construc- 


over local development 


tion. 

The plant began limited opera- 
tions last year and now has a pay- 
roll of about 100 people (most 
hired locally). 

Rockwell’s rent is paid to a local 
bank which in turn distributes pay- 
ments to bondholders and to Van- 
derbilt University. The entire invest- 
ment will be repaid in 10 years; 
then Rockwell will have an option 
to renew its lease at a reduced 
rent. 

Says Joseph Copple, secretary of 
Russellville’s development organ- 
ization: ““We couldn’t be more en- 





thusiastic about the way this has 
all worked out.” 











Want more time 
to think ? 








THOUSANDS OF EXECUTIVES SKIP HOURS OF TIME-CONSUMING PAPERWORK WITH VERIFAX COPYING 


MAGINE answering half your mail 
I without dictation and typing... 
doing away with “I quote the cus- 
tomer” memos . . . dispatching cop- 
ies of incoming reports (with your 
notations) to key men simultaneously. 


You'll do all of this—and more— 






Price quoted subject 
to change 
without notice. 


ONLY $148... Kodak’s new Verifax 
Signet Copier makes 5 copies in 1 min- 
ute for just 242¢ each. Even one-man 
offices report saving its cost the very 
first month! Thousands in use. Pays to 
have one in every department. 


with brief pencil or pen jottings and 
Verifax copies. (Your secretary can 
make 5 of these photo-exact copies 
in 1 minute for just 24%¢ each. ) 

If a Verifax Copier did nothing 
more than cut dictation and typing, 
it’s safe to say you'd save its cost the 
very first month. But this versatile 
copier does jobs other office copiers 


can’t touch. For example —makes 
copies on your printed office forms 

. even makes an offset master in 
1 minute for as little as 15¢. 

Mail coupon for new “Short Cuts” 
booklet . . . and details on complete 
line of Verifax Copiers. Or phone 
nearest Verifax dealer, listed in “yel- 
low pages” under photocopying 
equipment. 


Yerifax Copying 


DOES MORE... COSTS LESS .. . MISSES NOTHING 





ee ee ee MAIL COUPON TODAY ———————————— — —| 
EASTMAN KODAK COMPANY, Business Photo Methods Division 


343 State Street, Rochester 4, N. Y. 


Gentlemen: Please send free Signet folder and 197-3 


“Short Cuts” booklet. No obligation. 


Name Cok oe 
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Company 


Street 





City State 
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(continued from page 89) 


tract new industry, lm sure there 
wouldn't be those constant com- 
plaints to contend with. 


— How do you go about 


Pe * investigating a prospec- 
tive plant site? 


A. After our consultants have nar- 
rowed their recommendations to 
a specific location, we try to es- 
tablish the broadest possible per- 
sonal contact between our own 
management people and a_ broad 
cross-section of community resi- 
dents. We study the files of the 
community newspaper, quietly ap- 
praise current political, economical 
and social activities of the town. 
If there are any other industries 
in town, we talk at some length 
with the management of each 
to ascertain community attitudes, 
sense of responsibility and similar 
characteristics—as fellow industri- 
alists view them. 

We also depend on our modest 
powers of observation. It’s surpris- 
ing what you can find out just 
walking around town and _notic- 
ing the houses and lawns, the 
churches and playgrounds. 

We try to accurately measure 
transportation facilities, the labor 
supply, and the adequacy of the 
utilities. We study weather condi- 
tions and the tax structure. We 
note whether industry is being in- 
vited in on a haphazard basis, or 
whether firms are being carefully 
screened on the basis of their real 
ability to contribute to the com- 
munity. 


b Does an offer of a tax 
- * holiday weigh heavily in 
your decision on whether or not 
to locate in a particular area? 


A. Obviously, we attempt to lo- 
cate new facilities in places where 
local tax history has been good. 
We don’t expect advantages which 
would discriminate against other 
industry or local residents. Certain 
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states, in order to attract new in- 
dustry, have granted tax relief to 
cover early years when profits may 
be slim. These benefits generally 
may carry some weight in arriving 
at a decision. 


What approach does 
ww 3 your company find most 
successful in negotiating to 
acquire other firms? Do they 
usually come to you, or do you 
usually go to them? 


A. We have found that the direct 
approach is not the best. In fact, we 
have never had much success with 
companies we have approached 
saying we would like to make 
a deal. I don’t know why. It’s not 
particularly because of the price. 
Our success has come through the 
indirect approach. For example, if 
we notice a company that we 
would like to see become a part of 
Rockwell, we might quietly con- 
tact the firm’s bank, or one of its 
major stockholders, or its legal 
counsel, and ask that, in an indi- 
rect way, the subject be broached 
to the company to find out if they 
would be interested in talking with 
us. 


Q. Do you use an industrial broker 
in arranging these preliminaries? 


A. Not usually. We feel that it 
is good experience and good edu- 
cation for our own people to han- 
dle these arrangements. 


"Tt’s surprising what you can find 
out about a plant site by just 


walking around town." 


- Pecifically how does 

“ew your top management go 

about supervising the opera- 
tions of your various plants? 


A. Our top men and our staff peo- 
ple are out visiting the plants all 
the time—auditing what is going 
on, helping to straighten things 
out, checking. In addition, to the 
scheduled visits, any time a plant 
manager is in trouble, he is en- 
couraged to call and say, “Come 
on in and help me solve such and 
such a problem,” or, “Send some- 
one in to spend the day with my 
purchasing agent.” We don't per- 
mit the plants, of course, to use 
this top management availability 
as a crutch; rather we use it as a 
means of developing our plant 
people—making them even strong- 
er managers. 

(continued on page 93) 





You, too, Can Slash 
Paper Work Cost, Speed 
Major Business Operations 

with Revolutionary 


Copyth 


ONE-WRITING 
METHOD! 

















National Distillers Products Corporation, one of America’s 
leading distillers and chemical manufacturers, uses Copyflex 
to prepare sales statistics and other periodical reports on a 
fast, one-writing basis. New entries are posted directly on 
originals of the periodic reports; copies are mechanically 
produced without the loss of time, expense, or inaccuracies 
of rewriting or retyping previously issued data. Copyflex 
speeds issuance of reports by two weeks. 


Copyflex Desk Top 
Model 110 copies origi- 
nals 11 inches wide by any 
length. Only $555. Other 
models available to copy 
originals up to 46 inches wide. 


Everywhere, alert firms like those described here are 
simplifying and speeding everyday business operations 
with the revolutionary one-writing method made pos- 
sible by modern Copyflex copying machines. You surely 
can, too! 

With Copyflex, you write basic information only once 
—the entire series of varied copies needed to complete 
any systematized business operation are mechanically 
reproduced from the original. You eliminate the big cost 
and delay for retyping or rewriting constant information 
from one form to another. This frees personnel for other 
important work, gives you tighter control of operations, 
saves thousands of dollars. 

Copyflex machines are clean, odorless, economical— 
letter-size copies cost less than a penny each for mate- 
rials. Copyflex will fit readily into your present systems. 











bw DoAll Leaps ret en we ¢ _. ma- f 
chines, is the creator of the giant band saw shown above. Copy- i Se i i 

flex machines speed order-invoice paperwork, cut shipping time Mail coupon today it can mean important oT 
by 50%. Installed in 35 branch outlets, Copyflex eliminates time and money for you! 


manual copying, saves $100,000 annually in clerical work. 








Charles Bruning Company, Inc., Dept. 32-F 


35 ites of 4700 Montrose Ave., Chicago 41, Illinois 
iti 
BR UNING ass. pnt Please send me information on the Copyflex process and machines. 
anada 
Name Title 
Copies anything typed, 
written, printed, or drawn 
on ordinary translucent Company 
paper—in seconds. 


Address. 














CHARLES BRUNING COMPANY, INC., CHICAGO 


In Canada: Charles*Bruning Company (Canada) Ltd., City County State 
105 Church St., Toronto 1, Ontario 
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PROFILE OF A NEW KIND OF MANAGER 


(continued from page 91) 


"Particularly in 
mining your profit 
We constantly seek new ways 


Q. Well, what methods do you 
use to coordinate the management 
people in all your plants into a 
unified team? 


A. The answer can be given in one 
word: communication. We do ev- 
erything we can to keep our plant 
management up-to-date on what is 
going on in other plants and what 
is going on company-wise. We try 
not to hold anything back. In addi- 
tion to continual top management 
visits, we have evolved a very com- 
plete program of formalized two- 
way communication. 


Q. Could you describe some of 
the specific methods included in 
this program? 


A. One method we use to get in- 
information out to the plants is a 
series of monthly and quarterly 


newsletters. For example, my staff 


and I prepare a monthly Presi- 
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a company like ours, 





dent's Letter for top management, 
department heads, plant managers 
and sales executives. Its purpose is 
to keep management informed of 
current operating status, long and 
short term planning, and our own 
thinking on matters affecting the 
company. Divisional vice presi- 
dent’s send a similar letter to the 
men within their own _ groups. 
Then a quarterly newsletter is pre- 
pared for all of our management 
people, down to foremen—about 
600 men. 

To get information back from 
the plants we use activity reports 
prepared by plant managers and 
department heads. 

We get a two-way exchange of 
information at our week-long man- 
agement meeting held in Febru- 
ary or March every year. Plant 
managers, corporation staff men 
and regional sales managers take 
part in these meetings. I conduct 
the program for three days, and 


the key factor in deter- 
is how well you control your sales costs. 
to cut distribution expense." 


































Frank P. Maxwell 
Vice President 





then the divisional vice presidents 
take over during the next three 
days. Our purpose here is to in- 
form plant managers and the sales 
organization of company-wide pol- 
icies and plans for the long term, 
as well as to provide an opportu- 
nity for an exchange of facts. 
(continued on page 95) 
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NEVER MIND THE PAYROLL 
—KEEP THE OFFICE FORMS 


| 


l — tl 


| 
Ml 


= IN THE SAFE! 
—=— 
=S>= Not a bad idea either, when you consider the 





investment tied up in an inventory of printed 
forms purchased in quantity to obtain most 
favorable prices. But even a safe can’t pro- 
tect supplies of printed forms from obsoles- 
cence. A change in procedures can turn a 
valuable inventory of printed forms into 
costly scrap paper overnight. 


how to keep from turning 
printed forms into scrap paper 


When you have an A. B. Dick Model 350 off- 
set duplicator, blank paper that cannot be- 
come obsolete replaces vulnerable inventories 
of printed forms. In this way you print eco- 
nomical quantities of standard forms, litera- 
ture and other supplies as needed. Then, any 
change in a form calls for no more than a new 
master at a cost of a few pennies. The new 
developments provided in the Model 350 
make this easy to do and inexpensive too. 


AB DICK 


OFFSET + AZOGRAPH® * SPIRIT * MIMEOGRAPH 








* IMPRESSION PAPERS * FOLDING MACHINES 


A. B. DICK COMPANY MM-37 
5700 Touhy Avenue, Chicago 31, Illinois 


Please let us know how the new A. B. Dick Model 350 offset 
duplicator can avoid the risk of scrapping printed forms. 





For more information about the ways business 
is using this proved method to avoid the risk 

of scrapping printed forms simply mail the 
coupon. Or visit your nearby distributor of 

A. B. Dick products. You will find his name 
listed under Duplicating Machines in the 
classified section of your phone book. 
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PROFILE OF A NEW KIND OF MANAGER 


(continued from page 93) 


"You can’t lick the stigma of following your father in business; 
the best bet is to simply let the chips fall where they may." 


A Finally, Mr. Rockwell, 
Nw * what about you as a per- 
son? Have you had a stigma to 
overcome as son of the founder 
and board chairman of Rock- 
well Manufacturing Co? 


A. Yes, initially I did have a prob- 
lem. Sometimes it’s kind of tough. 
You never get full credit for what 
vou might be able to accomplish. 
When you follow your father intoa 
top management job, some people 
will always believe that the only 
reason you are there is because 
you ve been kicked into it. But I’ve 
found that if you worry about 
things like that you get premature 
grey hair. You can’t lick it so you 
might as well let the chips fall 
where they may. 


MARCH 1957 


Q. Do you feel that a man who 
follows his father is motivated to 
work particularly hard in order to 
prove he has the same ability as 
the executive who works his way 
up from the bottom? 


A. I don't know whether your'e in- 
clined to work harder or not. You 
see both ends of the extreme. I 
think if you are thrown the respon- 
sibility, the natural reaction is to 
try to handle it and learn from 
your experience just as anyone else 
does. A very good friend of mine 
made this statement to me one 
time—he said if the son of a suc- 
cessful businessman isn’t more suc- 
cessful than his father, then there’s 
something wrong with the son or 
there’s something wrong with the 
father. Maybe from that you can 
conclude that I work hard to prove 





there is nothing wrong with The 
Colonel. 

On the other hand, I enjoy work- 
ing hard. I think I'd be an unhap- 
py man if I didn't keep going. 
Most of all, there are a lot of fine 
people in this company with whom 
I enjoy working. We feel that we 
are accomplishing something and 
were having a lot of fun working 
together to keep the company 
headed in the right direction. m/m 


Next month MM reports 
how Rockwell attacks the 
selling problems connected 
with its diversification. Re- 
prints of the combined ar- 
ticles will be available. 
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ADVERTISING 


Acco Products, Inc. ...........-+- 52 
Agency: LaPorte & Austin, Inc. 


Acme Visible Records, Inc. ........ 65 
Agency: E. H. Brown Advertising 


Aero Mayflower Transit Co. ...... 4 
Agency: Caldwell, Larkin & Sidener-Van 
Riper, Inc. 


G. J. Aigner Company........... + 62 
Agency: The McNulty Advertising 


The Americzn Floor Surfacing 
OEE GOs scene escwccuvcseces 21 
Agency: Beeson-Reichert, Inc. 


The American Lithofold Corp. .... 64 
Agency: Burlingame-Grossman Advertising 


Art Metal Construction Company... 73 
Agency: Comstock & Company 


Automatic Electric Company ...... 10 
Agency: Proebsting, Taylor, Inc. 


Avery Adhesive Label Corporation. 61 
Agency: The Martin R. Klitten Company, 
Inc. 


Baltimore & Ohio Railroad........ 14 
Agency: Richard A. Foley Advertising 


Baltimore Business Forms, Co. .... 70 
Agency: Vansant, Dugdale & Co., Inc. 


Borroughs Mfg. Company........ 57 


Agency: Roland G. Spedden Advertising 


Charles Bruning Company, Inc. .... 92 
Agency: H. W. Kastor & Sons Advertising 


Burroughs Corporation .......... 27 
Agency: Campbell-Ewald Co. 


Business Electronics, Inc. .......... 64 
Agency: Don L. Burgess Advertising 


Calculagraph Company .......... 22 
Agency: Reid, Decker and Stocki, Inc. 


TAP ON, TNE. -s Ki wind be sie dees 83 
Agency: O. S. Tyson & Company, Inc. 


Columbia Ribbon & Carbon Mfzg., 
SSA cee ore ee 84 
Agency: E. M. Freystadt Associates, Inc. 


Commonwealth of Pennsylvania .. 5 
Agency: Kastor, Farrell, Chesley & Clif- 
ford, Inc. 


Cramer Posture Chair Co., Inc. ......83 
Agency: Lawrence S. Covington Advertis- 
ing 


Creative Plastics 2. 66. . cc ccccene . oo 


Cummins Business Machines ...... 17 
Agency: Waldie & Briggs, Inc. 


Deluxe Metal Furniture Co. ..... - 87 
Agency: Lando Advertising 


UE ee ae 94 
Agency: Fuller & Smith & Ross Inc. 


Ditto, Inc. ....... ree ae 
Agency: Henri, Hurst & McDonald Inc. 


E. I. DuPont de Nemours & Co., Inc 79 
Agency: N. W. Ayer & Son, Inc. 


Dwyer Products Co. ............ 32 
Agency: Juhl Advertising 
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Eastern Corporation ............. 19 
Agency: Al Paul Lefton Co., Inc. 


Eastman Kodak Co. ............ - 90 
Agency: J. Walter Thompson Co. 


Gory ROGistOr CO. 2. ccscsccscces 54 
Agency: The Parker Advertising Co. 


Elbe File & Binder Co., Inc. ...... 69 
Agency: Kenneth L. Nathanson Associates 


eee ee aa ae 60 
Agency: William H. Robson 

Felt & Tarrant Mfg. Co. .......... 6 
Agency: Henri, Hurst & McDonald Inc. 
le | ee eae i ieee 66 
William A. Force & Co., Inc. ...... 62 


Agency: Philip |. Ross Co. 


Friden Calculating Machine Co., Inc. 23 
Agency: J. Walter Thompson Co. 


The General Fireproofing Co. ..Cover Il 
Agency: The Griswold-Eshleman Co. 


Geiss-America Company ........ 71 
Agency: Gourfain-Cobb Advertising 


GHEMMIE SYOIOINE 5 o ccc cees 52 
Agency: Diener & Dorskind Inc. 


es 58 
Agency: Norman-Navan, Inc. 


i ee ee 53 
Agency: Hutchins Advertising Co. 


Hamilton Mfg. Co. .............. 26 
Agency: Caldwell, Larkin & Sidener-Van 
Riper, Inc. 


Hammermill Paper Co........... 80 
Agency: Batten, Barton, Durstine & Os- 
born, Inc. 


Harter Corporation .............. 81 
Agency: Lamport, Fox, Prell & Dolk, Inc. 


Wee Meyer COP. «6 6. ccccsccccess 76 
Agency: Frank C. Jacobi Advertising 


International Business Machines Cover IV 
Agency: Benton & Bowles, Inc. 


Irons & Russell Co. .............. 24 
Agency: Knight & Gilber, in:. 


James Lees & Sons Co. .......... 18 
Agency: D’Arcy Advertising Co. 


Marchant Calculating Machines, Inc. 85 
Agency: Foote, Cone & Belding 


Marnay Sales & Mfg., Co. ........ 87 
Agency: Richard & Gunther Inc. 


Maso Steel Products ............ 86 
Agency: Douglas D. Bales Advertising 


Metropolitan Oakland Area 
a ae eee 24 
Agency: Ryder & Ohieyer, Inc. 


Minneapolis-Honeywell Regulator 
MUNG L S Spee. 48 She's palace wisia's 6h ¢ru's 6 3 13 
Agency: Foote, Cone & Belding 


Sa Se ee eae 31 
Agency: Stockton, West, Burkhardt, Inc. 


The McBee Company ....... seats See 
Agency: C. J. La Roche & Co. 


INDEX 


National Cash Register Co. 
63, Cover Ill 
Agency: McCann-Erickson, Inc. 


National Truck Leasing System .... 28 
Agency: W. S. Kirkland Advertising 


New York State Dept. of Commerce 16 
Agency: Kelly Nason, Inc. 


Olivetti Corporation ............ 1 
Agency: Geyer Advertising, Inc. 


Oxford Filing Supply Co. ........ 24 
Agency: Joseph Reiss Associates 


GENE BIVIOR occ cscs iceees 75 
Agency: Benton & Bowles, Inc. 


Pitney-Bowes, Inc. .......... 28, 82 
Agency: L. E. McGivena & Co., Inc. 


Recordak Corp., Subsidiary of 
Eastman Kodak Company ...... 15 
Agency: J. Walter Thompson Co. 


oo | ee ee aa eae 86 
Agency: Seiple of Canton 


Remington Rand Inc. ........... 33 
Agency: Paris & Peart, inc. 


Royal Metal Mfg. Co. ............ 7 
Agency: William Hart Adler, Inc. 


Royal Typewriter Co. ............ 55 
Agency: Young & Rubicam, Inc. 


Salter-Lee Associates ............ 82 
Agency: Hilton & Riggio, Inc. 


Security Steel Equipment Corp. .... 25 
Agency: Kenyon-Baker Co., Inc. 


The Shaw-Walker Co. ........ ic. ae 
Agency: J. Walter Thompson Co. 


CGhories GC. Smitth, ime. 2... 2.28000. 82 
Agency: Ayres, Swanson & Associates, Inc. 


Stromberg-Carlson Co. ........... 59 
Agency: Charles L. Rumrill & Co., inc. 


The Sturgis Posture Chair Co. ..... 16 
Agency: Blaco Advertising 


TelAutograph Corp. ............ 83 
Agency: J. W. Christopher Co. 


Tension Envelope Corp. .......... 86 
Agency: Potts Woodbury, Inc. 


The Todd Co., Inc. .............-- 74 
Agency: The Merrill Anderson Co., In:z. 


United Air Lines, Inc. ............ 2 
Agency: N. W. Ayer & Son Inc. 


Veeder-Root, Inc. ...........-5 58 
Agency: Sutherland-Abbott Advertising 


Wassell Organization ............ 16 
Agency: James R. Flanagan Advertising 


Westinghouse Electric Corp. ...... 11 
Agency: McCann-Erickson, Inc. 

Western Union Telegraph Co. .... 8, 9 
Agency: Benton & Bowles, Inc. 

John Wiley & Sons, Inc. .......... 30 
Agency: Norman D. Waters & Associates, 

Inc. 
Yawman & Erbe Mfg. Co. ........ 67 


Agency: Charles L. Rumrill Advertising 
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FAST GROWING Techni 
System for efficient accounting. 


SiR cs 





w. H. DYSON, Controller of 
Technicraft Laboratories, 





craft Laboratories, Inc. relies on a modern National 





“Our alional System 
saves us ‘0,000 a year... 


pays for itself every 12 months!” 


—Technicraft Laboratories, Inc., Thomaston, Conn. 


“Since 1947 we have grown from four 
employees to our present total of 
160,” writes W. H. Dyson, Controller 
of Technicraft Laboratories, Inc. ‘‘In 
order to cope with this rapid expan- 
sion, we installed our present National 
Accounting System. In the first year of 
operation alone it saved us over $5,500! 

‘“‘We use our ‘Class 31’ for all Ac- 
counts Receivable (including invoices) 
and Accounts Payable, in addition to 
general ledger and payroll accounting. 
Payroll work that used to require 214 


~ 


days is now accomplished in one-half 
day—despite the continual increase 
in personnel! 

“Our National has also practically 
eliminated posting errors and provides 
us with accurate, up-to-the-minute 
records. By saving us valuable time 
and greatly increasing our account- 


ing efficiency, 

our National HAUG, 
System pays for 
itself every 12 


? 


months! 


Controller, Technicraft 
Laboratories 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 
989 OFFICES IN 94 COUNTRIES 
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THIS NATIONAL “CLASS 31” handles posting and proving work rapidly and accurately. 


A National System can streamline 
your accounting operation, too. Na- 
tionals quickly return their cost through 
savings, then continue these savings as 
added yearly profit. For full details, 
consult your nearest National repre- 
sentative today. He’s listed in the yellow 
pages of your phone book. 


*#TRADE MARK REG u.Ss. PAT. OFF 
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ACCOUNTING MACHINES 
ADDING MACHINES + CASH REGISTERS 





the business 







In today’s highly competitive business picture, 
the IBM “Executive” Electric can no longer be 
limited to “top echelons.” Every executive who 
represents your firm deserves and needs the 
“Executive’—to make his letters stand out, and 
to boost company prestige. 


Because the IBM “Executive” is the only type- 
writer with “proportional spacing,” it’s the only 
one that gives your letters the added distinction 
needed for really business-building results! 





ELECTRIC 














For every executive in your firm whose letters must bring in 





the one and only typewriter with “proportional spacing” 


to give you the world’s most distinguished letters! 





| Other typewriters 
| cram all letters 

into the same 
| space, like this — 


lam “proportional 
|spacing” allows 
| each letter its own 
natural space — 
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TYPEWRITERS | ~-OU7SELL ALL OTHER ELECTRICS COMBINED! 














